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E XACTLY THIRTY DAYS AGO we received 
our first carload of new Apex Spiral 
Dasher Washers. 


“We are now completely out of stock and 
are waiting for our fourth carload to arrive. 
We believe the Spiral Dasher Washer is 
going to be the fastest selling washer we 
have ever sold.” Thus writes Mr. E. G. 
Sanditen of Tulsa, Oklahoma. 


Coming from Mr. Sanditen, this is a real 
tribute, as this gentleman has many 
washer sales records to his credit. During 
the past five years, he has sold 10,000 
washers, averaging 2,000 washers each 
year—and that's selling washers in any 
section of the country. 


Mr. Sanditen’s success with the revolution- 
ary new Apex Spiral Dasher Washer, how- 
ever, is not unusual, as appliance dealers 
everywhere are acclaiming it the fastest 
and cleanest of washers—the fastest seller 
they have ever sold. 


Sales Immediately Increased 
With the introduction in June of the New 
Apex Washer, with the sensational Spiral 


Dasher that washes ¥ faster, % cleaner, 
Apex washer sales immediately increased 
far beyond the usual selling curve. With 
each succeeding week this increase has 
grown and expanded. Night shifts have 
been recalled, production has been accel- 
erated, and Apex factories are operating 
at full capacity to speed deliveries to 
Apex dealers. 


Your Sales Opportunity 


If you are not selling the new Apex Spiral 
Dasher Washer, ihe washer that washes 
Vs faster, 4 cleaner, we urge you to write 
at once for full sales particulars. You, too, 
can outsell competition and increase your 
sales with Apex! 


Apex is warehoused at more than 60 
points throughout the United States. 
There is a capable Apex representa- 
tive close at hand ready to serve you. 


7 
4 


WR 


Cleveland, Ohio 


APEX ROTAREX CORPO 


Subsidiary of THE APEX ELECTRICAL MANUF \CTURING* 
West of Denver: APEX ROTAREX MANUFACTURING COMPA 
In Canada: CANADIAN RADIO CORPORATION, LTD. 
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At Present we OPerate 39 Stores and around Oklahoma, During the five 
gi years that we have 80ld Washers We handleg Various makeg with Various 
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UGUST shows a strong turn- 
up from July sales in all of the 
territories reported by the De- RETAIL SALES OF HOUSEHOLD APPLIANCES BY INDEPENDENT STORES, 
partment of Commerce excepting one COMPARED WITH MANUFACTURERS’ SALES OF ELECTRIC REFRIGERATORS 
state, Montana, It also shows a slight Retail Sales a ey ee 
falling off in manufacturers’ shipments (Hshld. Appliances & Furn.) (Electric Refrigerators) 
from July, but the lowest percentage of Aug. 1938 Aug. 1933 Aug. 1938 Aug. 1938 
decline compared with the same month vs. vs. vs. vs. 
a year ago of any month this year. July 1938 Aug. 1937 July 1938 Aug. 1937 
We believe that the figures are more Middle Atlantic (1 state) +25.8 —27.4 +48.7 9 —17.2 
instructive than any comment, and are Pennsylvania ............... —27.4 +48.7 —172 
therefore printing the comparative East North Central (4states) +26.9 —23.3 —340 
record of major appliances. he: 
+31.4 — 9.7 —15.3 —18.3 
January .. 171,405 104,984. —38.75 
February . 245,718 145,096 —40.95 West North Central (4states) +22.7 — 7.2 —43.6 —17.7 
March ... ... +284 —13 —49.9 ; 
May ..... 333,061 179,189 —46.20 
June ..... 267,770 104,796 —60.86 +163 +97 —188 
6 Months 1,705,750 921,281 —45.99 South (7 states).......... +205 — 9.4 +82 —25.0 
August .. 120,543 92,956 —22.89 +286 —03 +355 +505 
South +16.1 —15.8 —14.8 —39.! 
8 Months 2,019,199 1,103,009 —45.37 —21.2 —215 —346 
WASHERS, ELECTRIC +244 —82 —539 
January . 110,030 66,437 —39.62 +15.7 — 89 —59 =—34.1 
ime Mountain (4 states)....... +16.0 —12.2 —376 
April .... 165,957 84,864 —48.86 +178 —39.1 —29.9 
May .... 142,651 75,155 —47.32 +277 +824 —52.0 
June .... 125,865 71,585 —43.13 —98 
16.2 —16. —I74 
July ........ 130,230 68,495 —47.47 — + 
August... 133,786 114,158 —14.67 +165 —15.1 —12.2 —207 
+ 8.6 — 9.1 —51.5 —56.2 
8 Months 1,115,552 669,954 —39.94 +16.7 —25.6 —20.9 —37.5 
+204 —17.0 —268 
WASHERS, GAS ENGINE 
January .. 11,724 6,174 —47.34 
February . 13,106 9,994 —23.74 
March 18,788 12,415 —i3.92 
ives 14,574 7,983 —45.22 RANGES 
June .... 17,208 6,769  —60.66 August .. 19,319 11,977, —38.00 January 26,166 18,500 —29.3% 
ebruary . 22,628 — 7.8% 
6 Months 97,792 54,507 —44.26 8 Months . 128,589 71,309 —44.55 March ids 47,543 28,300 —40.5% 
July ..... 17,756 5.614 —68 38 pril .... f 26,292 —40.4% 
August... 14,420 15,005 + 4.06 VACUUM CLEANERS, FLOOR May ..... 39,761 24,310 —38.9% 
January .. 92,056 99,887 + 8.51 Jame 43,645 22,420 —48.6% 
8 Months 129,968 75,126 —42.20 February . 112,787 81,334 +=9—27.89 
March ... 148,113 105,621 —28.69 6 Months 225,739 142,450 —36.9 
May ..... 125,921 76,322 —39.39 
June ..... 102,153 68975 —32.48 August ... 26,000 19,116 —26.57% 
ebruary . 14,90 10,823 —27. 
March .. 19,086 10,727 —43.80 6 Months. 721,546 521,775 —26.30 8 Months 284,043 182,556 —35.7 
April .... 17,992 7,111 —60.48 


12,062 6,675 —44.66 83,725 55,022 —34.28 
14,755 7,046 —52.25 August ... 88,456 73,309 —17.12 


6 Months. 94,696 51,349 —45.77 8 Months 893,727 650,106 —27.26 Eprror 
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The women of America 
demanded a gentle 
washing action that 
would wash all fabrics 
* 
EASY planned the 1939 
line to meet this demand 
* 
You can cash in on greater 
sales and more profits by 
following EASY’s program 
of PLANNED SELLING 


and PROMOTION 


And only EASY MAKES 
ALL 3 EASY-TECTED 
washing actions... 
TURBOLATOR 
SPIRALATOR 


VACUUM CUP 


ELECT, 


“a 
a » “a I \ | 
— 
Spinner EASY Washer N af 


2$9—With Perma-tected Spiralator at a new low price 5T9—With Rubber-tected Turbolator action 6T9—Full advantages of EASY Rubber-tection—at a popular fast-selling price 


. Write for free 
fer —— Now you can sell more than the finest copy outlining 
y for line of washers and ironers ever made. new consumer 
model, Stil CLOTHES PROTECTION— appeals and 
m through Perma-tection and Rubber- sales ideas. 
Easy-tection, the latest develop- tection—two exclusive EASY features 
ment in the washer industry! +s —s actions ever built into a 
: any washer AT ANY PRICE! 
Here’s a washing action so gentle, so 
smooth, that it washes even those = MULTIPLY 
. Remember... the 
women of America demanded the new PROFITS 
AKES cee , . EASY Washer .. . and EASY planned it 
STED human hand. All washing surfaces for them! Now, they’re ready to buy. Be = ssn n 
friction-free . proof sure you’re ready to sell... and more 
gainst the ravages of alkaline solu- _ profit to you! 
“TEASY WASHING MACHINE CORP 
» 
SYRACUSE, NEW YORK 
DISING 


principle of PERMANENT CLOTHES 
PROTECTION, is made possible by a 
specially developed new al i fin- 


thorough washing, (4) high-speed oven 
drying, (5) second chemical bath, (6) 


ish that resists corrosive effects of 
strong washing solutions, hard water 
and other common factors that attack 
raw metal ... EASY’s smoother, 
safer, gentler action is achieved 
through 10 distinct steps of prepara- 
tion and finishing: (1) Polishing raw- 


king and drying, (7) spraying on 
liquid plastic, (8) solidifying and baking 
to a glass-smooth surface, (9) second 
coating of plastic and (10) final baking 
to a velvet-smooth, durable, corrosion- 
proof finish that means maximum 
gentleness for the most delicate fabrics 
and elimination of parts replacements. 


<= 
rom = 
; 
a. 
NO RAW METAL TOUCHES CLOTHES! 
Perma-tection—new Easy discovery —insures 
permanent gentleness — eliminates destructive friction 
> Perma-tection, a newly discovered metal surface, (2) chemical bath, (3) 


IHOUSANDS of American women 

were canvassed to find out the 
things they wanted most in a washing 
machine. Naturally, they demanded: 


Gentleness for all the clothes 
all the time! 


That’s all EASY wanted to know. Then 
began months of planning, testing, 
comparing and developing. Now, we 
introduce the 1939 EASY line... 


tions and hard water. No unprotected 
raw-metal surfaces with minute, claw- 
like burrs to chew or wear the fabric. 
Every washing surface is corrosion- 
proofed—for longer wear and minimum 
replacement of washing action. EASY- 
TECTION insures PERMANENT 
GENTLENESS. .. SHORTER WASH- 
ING TIME...LESS WASHING WEAR 
...- LOWER LAUNDRY COSTS. 


Your big opportunity for 1939 


Write for FREE copies 
of EASY’s 1939 plans— 


PLANNED 
SELLING 
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PROFITS, 
PERFORMANCE 
AND PROMOTION 


Could A, 
of ANY Shaver? 


Atk More 


Rete-Shauer's 


FAMOUS FIVE-POINT SHAVING PLATFORM 


Only Roto-Shaver has had the 
courage to make these five definite 
shaving promises— and the shav- 
ing efficiency to perform them. 
Could anyone ask more of any 
Shaver? 


1. It will shave as close as the finest 
blade razor. 


2. It will do so in the first time 


5 


used — no “breaking-in” period. 


It will not irritate even the most 
sensitive skin. 


It is sturdy—easy to clean— 
and will not spray ‘“Whisker- 
dust.” 


It will shave you BETTER, IN 
EVERY WAY! 


Successfully Introduced And Sold To Thousands For *18.75 Se 


$ 1 ys WITH 2 HEADS 


NET Head For Her ¢ Instantly Interchangeable 


Roto-Shaver is the one and only electric shaver! It has everything; a long mark-up— 


definitely superior performance —and public recognition due to dramatic and cons’s- 
tent national advertising. 


Introduced and successfully sold to thousands at $18.75, Roto-Shaver has built for 
itself an important history of selling successes. Now, at the new $12.50 price, the finest 
precision-made shaver in the world is competitively priced— but offers performance 
far superior to competition. Retailers throughout the country report that Roto-Shaver 
sells on a single demonstration —that it stays sold—that its buyers tell their friends. 
The Shaver-selling season is on! Get off to running start by ordering a supply of 


Roto-Shavers today. Displays, special ready-made ads, folders; everything is ready and 
waiting. It’s the one shaver you should carry! 


The Shaver-Selling Season is On! Push Roto-Shaver! 


DISCOUNTS: On quantities up to five shavers, 33'/3%; For six shavers 
or more, 40%. 


PROGRESS LEKTRO SHAVE CORPORATION 


521 Fifth Avenue 
In Canada: Progress Corp. (Can.) Ltd., 55 York Street, Toronto, Canada 
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G-E FLUORESCENT MAZDA LAMPS 
PROVIDE NEW INDOOR DAYLIGHT 


The new G-E Fluorescent MAZDA lamps offer 
electrical contractors, sign manufacturers, and 
hardware and electrical jobbers a brand new tool 
for profit opportunities wherever daylight effects 
or colored light sources are wanted. They give 
several times more light for the current consumed 
than filament lamps of the same wattage and color. For the same amount 
of light, they are 50% cooler. The daylight Fluorescent lamp offers 
the closest approach to real daylight ever produced at high efficiency. 
It offers great possibilities for stores, and factories where color dis- 
crimination is important. 


Available also in red, gold, pink, blue, green and white, they offer 
unusual profit opportunities for decorative lighting in specialty shops, 
theatres, night clubs, cocktail bars, dance halls and many other places. 
Special sockets and control equipment for these lamps are now availa- 
ble and mean extra profit for those who sell and install this new 
kind of lighting. 


GENERAL @ ELECTRIC presents 


REVOLUTIONARY 
NEW MAZDA 


G-E MAZDA PROJECTOR LAMPS | MBeaaauuee 
ARE COMPLETE LIGHTING UNITS 


G-E MAZDA Projector lamps combine a mirror 
reflector, a light-directing lens and a 150-watt fila- 
ment in one hermetically sealed-in unit, protect- 
ed from dust, moisture, and deterioration. Available 
in two types—Spotlight type, with a concentrating 
lens to supply a narrow beam of light. For stores, 
windows, factories, theatres, night clubs. Floodlight type, with a lens 
supplying a broader beam of light. For store windows and interiors, 
factories, outdoor lighting on signs, buildings, and other places. 


General Electric also presents the 150-watt MAZDA Reflector lamp 
(see inset photo at lower right). With the same type of mirrored sur- 
face used on the Projector lamps, the Reflector lamp is made of or- 
dinary glass, and will be of value wherever a smaller, light-weight 
lamp with a beam of less intensity is needed. Its use is also recom- 


mended where lower first cost is important. Price $1.10. G-E MAZDA REFLECTOR LAMPS 


General Electric Co., Dept. 166-EM, Nela Park, 
Cleveland, Ohio. 


Please send me complete information on: 
A) G-E Fluorescent MAZDA lamps. 0 
B) G-E MAZDA Projector and Reflector lamps. 0 


Company 
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THE “THESE ARE PART 
CROSLEY 17 YEAR 


Factory production facilities taxed. Amazing re- 
ports of sales that sound like the radio days of the 
20’s—enthusiasm from coast to coast —that’s the 
Crosley radio picture NOW. Ride these winners 
to a profitable radio season. 


6 TUBE 2 BAND PUSH BUTTON 
SUPERHETERODYNE $1999 


Refinements and improve- 


PORTABLE COMBI ments added to an efficient 
NATION radio of which over half a 
A highly efficient and simple Crosley developed million have been built. 


self-starting record playing mechanism in com- plus an extra tube, pro- 


bination with a new Crosley push button radio. ¥ 5 
duces a startling value in 


A wooden cover with handle 

covers turntable pick-up and this new 1939 “Sixer.” 

from radio to phonograph. ‘ 

Efficient pick-up with volume justed push button tuning 

control provides unusual per- —as well as manual tuning. 


formance im record playing. 


CONSOLE 
COMBINATION 


A full size console, 
the quality of per- 
formance — record 


Button tuning technique—positive, 
sharp—easily adjusted on the button @ 
for any station. An amazing value. f 


pick up—radio am- 
plification and 
speaker reproduc- 
tion — delights all 
hearers. It’s a 


$ g q q Incorporating the new Crosley Push 


Prices slightly higher in South and West 


7 TUBE SUPERHETERODYNE 


2 BAND (American and Foreign) PUSH BUTTON 


CONSOLE pushbutton re- 


ceiver with electric eye 


tuningandaradiolog dial 
95 (99 stations located).Lay- 
down (pictured) and up- 


wonderful value 
and it gives a won- 
derful perform- 


ee. A flip of a 
Siren plays either 


radio or phonograph. 


New Crosley push button 
radio incorporated in this 
model makes this combina- 


tion a wonderful value and 
gives every indication of its 
being top seller in its field. 


right table models. Exqui- 
sitely fashioned console. 


NOW MORE THAN EVER 
YOU’RE THERE WITH A 


THE CROSLEY RADIO CORP., CINCINNATI » POWEL CROSLEY, Jr., Pres. ¢ Home of “the Nation’s Station” —WLW—70 on your dial 
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General Electric’s Imperial “60”... available with Monel top only 


... and also PUBLIG ACCLAIM 


Superior in performance and appearance, this new 


Monel-topped G. E. ranks tops among fine ranges 


SURFACE 
AND 
IOVEN UNITS 


Calrod surface and oven units give high efficiency, speed, 

and economical operation. The heating element is encased 

in Inconel* —a Nickel-chromium alloy developed especially 

for use at high temperatures. Inconel gives quicker and 

dial more economical heat transfer, long life, and will not scale, 
rust or corrode at high temperatures. 


YISING 


PRESENT the modern housewife at the 
court of the G. E. “Imperial”...and what 
a thrill for her! When she fulfills a life- 
long ambition by ordering this regal 
range, what a break for you! 


Fast,smooth operation and smart “dash- 
board” control put the G. E. “Imperial” 
in the “fine car” class. And the silvery 
Monel* top puts this superb range in the 
fine kitchen class. 


Yet the beautiful silvery sheen of the 
Monel top is not its only important qual- 
ity. Monel’s ability to take hard knocks... 
to withstand the abuse of a busy kitchen 
...is also a mighty big factor. For Monel 
with its silver-like beauty, is as tough and 
strong as steel. It does not rust. And 
neither spilled foods and liquids, nor the 
juices of fruits and vegetables, for long 
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mar its satin lustre. Easily and quickly 
restored with the ordinary kitchen cleans- 
er, the appearance of Monel actually im- 
proves with the years. 


Take advantage of the demand for na- 
tionally advertised modern Monel kitchen 
equipment. Display the range that’s a 
feature attraction in this month’s Monel 
“American Home” ad. Write for further 
information on electric ranges with Monel 
tops. Address: 


*Reg. U.S. Pat. Off. 


THE INTERNATIONAL NICKEL COMPANY, INC. 
67 WALL STREET NEW YORK, N. Y. 


fe, MONEL 


*“Monel” and other trade-mark which have anasterisk 
associated with them are trade-marks of The 
International Nickel Company, Inc. 
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Consolidated Edison direct a drive 
to sell 1,200,000 small appliances 
in a 4-month campaign; dealers 
and salesmen to collect over 
$1,000,000 in commissions ..... 


New 


“BARGAIN PACKAGE 


By LAURENCE WRAY 


OUR yourself a drink, take a 
good grip on something solid 


and then ponder a moment on 
the following: 

By the time the 1938 Christmas 
season merges into the New Year of 
1939, there will have been sold, in a 
single campaign in New York City, 
an estimated 1,200,000 small appliances 
worth, at retail, $7,350,000. They 
will have been sold by 655 dealers 
throughout the metropolitan territory 
and employees of the Consolidated 
Edison Company, working for the 
dealers. And they will have resulted 
in the payment of sales commissions 
to about the tune of $1,200,000— 
$150,000 to Consolidated Edison em- 


ployees and $1,050,000 to the partici- 
pating dealers. Incidentally, they will 
be responsible for four appliance fac- 
tories working three or four shifts 
throughout the period with the con- 
siderably augmented employment nec- 
essary to complete such a contract; 
the employment of some 300 extra 
salesmen on the part of the dealers 
selling the goods; a virtual straining of 
the trucking facilities of the metropolis 
in delivering appliances to the cus- 
tomers; and, of course, a not incon- 
siderable load added to the lines of 
the utility. 

Yes, you guessed it: This is the 
now famous “Bargain Package” ap- 
pliance campaign of the Consolidated 


now See 
would be 


acy AC- radso 8.74 7.35 
Macy" 10.89 

Bowman oaster + 7 1.69 1.08 


dade 1298 629 


Manning 
LES. lamp with 
Westinghouse elec. 


Total +1,02 
make 
Macy's 
if you buy all on 3, oF 
You save 00 


» 


CONSOLIDATED EDISON'S JEFFE 


"We have found a method of replacement in the small appliance business" 
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Edison, first sprung in 1936, and now 
brought to stream-lined up-to-dateness. 
It is the particular brain-child of E. F. 
Jeffe, vice-president of Consolidated 
Edison, from whose fertile mind it 
evolved as the answer to New York’s 
apartment-dwelling population. 

The package consists of four items 
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Price-conscious Macy's got on the adver 

tising band-wagon, later petered out. # 

right, one of Consolidated's announce 
ment ads. 


which by their very nature are bounl 
to be in fairly consistent use: a radid 
(G-E), an I. E. S. lamp (Artistic), 
an iron (Westinghouse) and # 
toaster (Proctor). The four appl 
ances have a list value of $53.25 ant 
are being sold during the campaig? 
at $24.50 plus 49 cents which th 
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>: a radid 
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53.25 and 
campaign 
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3.000 of 


city collects as a sales tax for the un- 
employed. Terms are $2.50 down and 
$2.00 a month to the purchaser. 
Dealers get $4 on the sale of every 
package; Consolidated Edison em- 
ployees $1—the remaining $3 being 
turned over as a bonus fund to be 
split up proportionately among the 
dealers according to the number of 
packages they sold during the drive. 

The Consolidated Edison, accord- 
ing to Mr. Jeffe, will gain no profit 
from the sale of the appliances nor is 
any financing charge being made. The 
low cost to the purchaser, it was said, 
was made possible by the utility’s 
placing an initial order for 125,000 
“Bargain Packages”—500,000 individ- 
ual appliances—worth $3,500,000. Of 
these dealers were allowed to buy, for 
cash, one, or at the most, two pack- 
ages for display in window and store. 
Except for the very necessary element 
of selling, the dealer’s responsibility 
ends there; his orders are sent in to 
the power company who deliver the 
goods, bill the customer, collect the 
money and finance the sale. Dealers 
with multiple stores, naturally, are al- 
lowed two packages to a store. Vim 
and Davega chains are good examples 


Some 800 people gathered at the all-industry lunch 

to launch the “Bargain Package" campaign in New 

York. Frank discussion of all details got dealers, 
distributors, manufacturers solidly behind plan. 


Speaker's table: A. E. Allen, Westinghouse vice- 
president (retired); A. H. Schoellkopt, Niagara 
Hudson president; C. E. Stephens, Westinghouse 
vice-president and chairman E & G A of New York; 
Floyd Carlisle, Consolidated's chairman; A. Lincoln 
Bush, E & G A president; Bruce Barton; Ralph Tap- 
scott, Consolidated's president and Charles E. Wilson, 
G-E executive vice-president. 


—Vim’s check for sample packages 
totaling $1,100. 

That about covers the bare outlines 
of what is perhaps the biggest small 
appliance promotional campaign in 
the history of the industry. There’s 
a lot more just beneath the surface, 
though: 

When the announcement of “Ed- 
ison’s Greatest Bargain Package” 
flared up in reader’s faces from full 
pages in the ‘New York newspapers, 
publicity-wise.R. H..Macy & Company 
decided to cash’ in on some of the ad- 
vertising gravy. Next day Macy’s an- 
nounced four of the same type ap- 
pliances for a total of $22.94 as com- 
pared to Edison’s $24.50. Prime dif- 
ferences in the Macy move were their 
usual “6% less”, the fact that you 
could buy one or all appliances instead 
of all four which Edison offered, and 
that Macy’s wanted cash in custom 
with their usual procedure. 

Old rivals in money-saving claims, 
their entry into the bargain package 
field promptly brought a_ response 
from Bloomingdale’s with whom they 
had fought long and costly cigarette 
price wars, book price wars and other 

(Please turn to page 38) 


HOW THE THREE CONTESTANTS LINED UP 


Consolidated Edison 


R. H. Macy 


Bloomingdale 


G-E Radio (A.C.-D.C., push- Macy radio (A.C.- Lexington radio (Air 


button tuning, 6-tube table 
model 


Westinghouse automatic iron 
Proctor 2-slice turn-o-matic 


toaster 


complete with b 


D.C., push-button King) 


Westinghouse _auto- 
matic iron 


Hotpoint automatic 
iron 


Manning Bowman M ‘ B 
turnover type anning Bowman 


toaster toaster 


Artistic 6-way I.E.S. I.E.S, floor lamp com- I.E.S. floor lamp with 
ulbs bulbs ‘ 


plete with bulbs 
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In less than a year, Los An- 


geles’ Bureau of Power and Light 


have drawn 250 customer’s plans 


Here is one corner of a customer's finished kitchen after remodel- 
ling along the lines of the “Before and After" plans shown above. 


BOUT a year ago the Los 
Angeles Bureau of Power and 
Light undertook a kitchen plan- 
ning service, with Louis Politowski in 
charge of the active work of planning. 
Now there are three men in the de- 
partment which in March, 1938 had a 
record of 250 plans drawn, 231 of the 
recipients of which had installed more 
than one major appliance. In fact the 
department’s record includes the addi- 
tion of 200 ranges and 148 water 
heaters, not to mention a number of 
space heaters, electric washers and 
other appliances. Refrigerators are 
not included in the record for the 
reason that practically every home 
owner for which a plan was drawn 
was already in possession of an elec- 
tric refrigerator. 

Typical of the record is one week’s 
report which shows 7 all-electric 
homes added to the Bureau’s lines and 
10 remodeled kitchens. During an- 
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other week 9 homes and 6 kitchens 
were added. 

The service, as in other communi- 
ties, is patronized most largely by 
individual home owners who are at- 
tracted to the department through the 
fact that they know someone who 
already has taken advantage of the 
service, or who are brought in by field 
men for the larger appliances who 
find that the home owner is open to a 
complete kitchen rehabilitation. Several 
of the builders in town and a few 
architects bring in plans of contem- 
plated houses for kitchen planning 
service. Most architects, while not 
applying for such aid themselves, are 
not averse to having their clients come 
in. Dealers in town are aware of the 
Bureau’s work in this field and occa- 
sionally send in customers. One or 
two of them offer their own kitchen 
planning service. 

Reports to the customer are made 


Ice 
box 


Water 

eater 
Service 
Porch 


Cooler---- 


Kitchen 
Sink 
JYove- 
(oye) 
| 
BEFORE 


Liect 
water 
heater 


Range 


Kitchen 


Refrigerator 


Cupboard 


Above angle of a customer's kitchen after remodelling according to plans 
of the Los Angeles Bureau of Power & Light. Diagram shown above. 


on regular forms, which provide 
descriptions of the recommended ap- 
pliances on the front and leave space 
on coordinate paper for a plan of the 
kitchen drawn to scale on the back. 
Bound in the folder in which such a 
report is made are also recommenda- 
tions on other features of the home 
than kitchen planning. One page is 
devoted to adequate wiring, another to 
the lighting of the home. A separate 
page is given over to a consideration 
of the electric range and another to 
the electric water. This includes a 
discussion of recommended types and 
why they have been selected. Air 
heating has a division to itself. 

A drawing of the kitchen as it will 
appear when complete is usually ap- 
pended. This is made in color and 
may include many original features 
of design. Mr. Politowski has been 
particularly successful in making his 
kitchen designs attractive as well as 


practical, with the result that coloring 
and other recommendations are fr 
quently carried out exactly as plannet. 

Among the interesting kitchens 
which Los Angeles has installed have 
been several which are distinctly 
unusual. Such a one was the “kitchet 
bar”, designed for the apartment o 
small home, where the kitchen mus 
be used for other purposes as wel 
Here a counter separates kitchen 
equipment and the remainder of tht 
room, at which the company may st 
on stools as at a soda counter. h 
one such, a venetian blind which ma 
be drawn between the kitchen am 
the rest of the room provides privaty 
and charm, without depriving eithet 
section of light and air. A round: 
table dining nook with circular cust 
ioned seats is another popular feature 

Into the folder in which the kitchet 
plan is submitted to the customer * 

(Please turn to page 40) 
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N DISING 


By 
Clotilde Grunsky 


At right is the $6,000 bunga- 
low built in Los Angeles by 
Lee Grattan. 


Below may be seen the dinette built into the kitchen of Lee Grat- 


found that the Bureau 
could help in a $6,000 home 


HEN Lee J. Grattan, Pacific 

coast circulation manager for 

McGraw-Hill . publications, 
built his new home in Los Angeles, he 
carefully considered the matter of ex- 
penses. He wanted an_ all-electric 
kitchen. But the house was to cost 
oly about $6,000. Did one afford 
ultra modern kitchens on a budget of 
those dimensions? He talked it over 
with his architect and then he took 
the matter up with Louis Politowski, 
kitchen planning expert of the Los 
Angeles Bureau of Power and Light. 
The result was a plan for wiring and 
titthen design drawn up by the 
Bureau. 


tan's house according to Los Angeles Bureau of Power & Light plans. 


The kitchen in the finished home 
was all-electric. It had a number of 
other distinctive features, too, such as 
a breakfast nook with curved corners 
and a modernistic angled window, 
shaded with venetian blinds, a corner 
sink with another double window in 
the corner above it, tiled tops to all 
working surfaces, attractive little 
corner shelves bearing bright colored 
pots with flowering plants, flowered 
sanitas wall covering. Lighting is 
more than adequate, with special lights 
over the sink and breakfast nook, as 
well as a ceiling unit of 200-w. in the 
middle of the kitchen. 

The arrangement of working cen- 
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Water heater and range units in the kitchen of Lee Grattan's home built 
in Los Angeles and kitchen-planned by the utility. Below right is plan. 


ters has proved to be most satisfactory. 
The refrigerator next to the breakfast 
nook provides for easy transference of 
foodstuffs to the table where they are 
to be used, and of leftovers from the 
table to storage, while the range is 
separated from the sink only by a 
working surface where materials may 
be prepared. Service to the dining 
room is convenient from refrigerator, 
range, sink, or table. 

On the adjacent porch is the elec- 
tric laundry, with washing machine 
and ironer. 

And the cost was not large. Any 
way you figure it, wall finishings and 

(Please turn to page 40) 
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Miss Moore has also found that roasters make 
corn poppers, with the added advantage | 
ef doing their stuff in the parlor, if Setlvnd. x: 


Betty Jane Zirke has found that there is + 

a small vacuum cleaner for dusting off fur cot 

can't whisk them without endangering the fur) 

cleaner takes care of them in a jiffy — which 

thing, when you worth hundreds ‘th 

chilled and palatable. i 4 off the table, too. 


UITE often an avalanche of desire can be built up in 
the bosom of a prospect if she is suddenly confronted 
with several plus values that she didn’t suspect lurked in an 
appliance. Because it makes such an impression to trot out 
these hidden virtues, Electrical Merchandising present some 
uses of items that often even the manufacturers don’t suspect. 
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. or cookies perfectly and 
Here's an overlooked field in selling 


“74 


Sy 
a 
Outside of the ceremony, cocktails are a nuisance and timekiller to mix, ata : 
in hot weather. This girl in a beach suit impresses a Hamilton 
Beach mixer to do the job — crushed ice, whirrr, and it's done 
| Thorsen Northern States Power 0 ran up record sale 
these gadgets. 
— 


another Gimbel Western cowboys ‘ago learned to pitch camp on 
bs a marhiae (G-E) to extract water from ; i ‘ | blows away mosquitoes, they found. Here is the same 

‘= slices before cooking them into chips. principle applied to the garden with a Westinghouse 
ready for cooking. This washer is - ‘a P i 


e dry cleaning tub mounted on the agitotor of a ~ ‘ali 
washer is a perfect vehicle for washing prints, candid — " 

camera fans have learned. Of course even dry cleaning —~ 
is an extra feature to a washer. When the customer _ if - i. 
learns he can squeeze photographic prints through Bx, 
the wringer, his happiness is unbounded. ; 


9 


ANGLE 


Every home has a lot of hosiery and silk underwear hanging in the 


lt up in bathroom to dry. A lot of electric fan sales can be made if you » 
nfronted call attention to the fact that a draft of air thrown on damp ga 

: ; will them in double k time — someth of wo 
Today we throw in two or three extra Sick — 


oh 
ent some 
Suspect. 


services that an appliance will perform 


_) Mie svi photographic amateur — of which there are literally hun- 
© of thousands, the problem of drying finished photographic prints is 
nual problem, Left alone, they curl up and have to be pressed a long 
| to straighten out again. Mrs. Paul D. Wilson of Danville, Ill., uses this 
“ote ironer (G-E) for drying her prints and says it solves the problem. 
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OCTOBER 23 to 29 
will be the big 


WASHER WEEK 


OU most likely will have a full line of electric washer models on hand — 

but you are not “really” ready to cash in on this big promotion unless you 
also have Gas Powered Washer Models on display — ready for demonstration. 
A “big” opportunity for volume washer sales today is on gas powered models 
to farmers — and here briefly is why: 


@ Farmers now have ready cash to spend. 


@ Farm women need power washers for large, heavy washings week 
after week — to eliminate hard work — to save time. 


@ There are fewer power washers on farms, which means better 
sales possibilities. 


@ Most sales to farm homes are clean sales — little or no trade-in 
problem — which helps your profit. 


@ Therefore farm homes are your best market — the most prospects 
with the ability to buy — the need to buy — ready to buy. 


Invite all your farm prospects into your store — and have gas powered washer _ 
models on your sales floor ready for demonstration. 

You'll find that 5 out of 6 farm power washer sales will 
be gasoline powered models — with sales coming faster and 
easier if the models you sell are powered by Briggs & Stratton. 


Make Every Week A Volume Week 
By Always Featuring Farm Washers 


Farmers know Briggs & Stratton Gasoline Motors — accept them as 
their guide when purchasing any small gasoline powered equipment, 
tools, or home appliances. Over a million in farm use testify to 
their dependability — their economy — their durability. 


BRIGGS & STRATTON 


MUL WAUKEE WIS U.S.A. 


GASOLINE 
MOTORS 
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The 
Electrical Development 
League of Southern 
California Find the 


Ideal Way to Thrash 
Out Dealer Problems 


By 
Clotilde Grunsky 


HE problem of the education 

of the electrical dealer is one 

that has been engaging the at- 
tention of a good many people, in- 
cluding the electrical dealer himself. 
As a consequence educational courses 
for dealers have been inaugurated in 
a good many parts of the country. 
Some of them are manufacturer’s 
courses, sponsored by wholesalers and 
manufacturer’s representatives. Some 
of them are initiated by the local util- 
ity, with experts from their own staff 
and from the manufacturers, or with 
occasional professors from the uni- 
versities as instructors. Dealers are 
urged to attend; sometimes they are 
given rewards for so doing; some- 
times, on the theory that a man values 
more that which he has paid for, 
those who attend are charged a small 
sum. Usually this is returned when 
the course is completed. As a result 
one has a spectacle of groups of 
twenty or thirty store owners gath- 
ered together on the scheduled 
evenings being lectured to on the sub- 
ject of how to run their business. 
Sometimes these business pupils learn 
alot from such a course; sometimes 
they just listen and doubt the prac- 
ticability of what they hear. 

Down in southern California they 
are approaching the problem in a dif- 
lerent way. They are letting the 
tlectrical dealer teach himself by 
means of the conference method. The 
Program was started by the Electrical 
Development League of Southern Cali- 
fornia and is operating under the 
George Deen Act. Under this legisla- 
tion the Federal government an- 


nounces itself as prepared to assist 
the distributive trades by helping 
finance programs initiated by groups 
of men in the retail field who gather 
together for the purpose of learning 
how better to do their particular jobs. 
The cooperation of the Bureau of 
Trade and Industrial Education of the 
California State Department of Educa- 
tion was also secured. Specifically, 
the services of Dr. David Jackey and 
Mr. Willis Kenealy were enlisted. 
Later John P. Gifford, assistant super- 
visor of trade and industrial teaching 
at the University of California at Los 
Angeles led a second leadership train- 
ing course. 

These initial classes consisted of 
leaders in the industry, with repre- 
sentatives from the Electrical Devel- 
opment League, who were first in- 
itiated into the methods of conducting 
a conference group by themselves car- 
rying through such a program under 
Mr. Gifford’s leadership, with the idea 
that they later might serve as leaders 
to conduct similar dealer groups. 

Briefly a conference group is made 
up of men and women having common 
problems and related interests who 
meet informally around a conference 
table and pool the ideas they have 
gained from their own experience with 
the object of arriving at some definite 
conclusion or plan of action. The 
leader does not instruct, but stimulates 
each member of the group to express 
himself and draws the discussion 
along organized channels that supply 
first sufficient data to lead to some con- 
clusion. 

Practically it has been found that a 
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comfortable well lighted conference 
room is a matter of importance and 
that the blackboard or visual method 
of recording suggestions from mem- 
bers of the group is most effective. 
Probably the first meeting of the con- 
ference is devoted to the analysis of 
the aims of the group and a listing 
of the topics which will later be dis- 
cussed, These then are taken up at 
specific sessions, the method being 
first to have those present analyze the 
problem, listing its various aspects. 
These suggestions are set down on 
the board so that they can be dis- 
cussed and gradually are narrowed 
down through common consent to the 
problems of importance. Remedies 
are then suggested, written down and 
evaluated in a similar way. Gradually 
there emerges what may be regarded 
as an approved course of action, which 
may be adopted as the conclusion of 
the group on this particular subject. 
Usually there is no need to ask the 
members present to act on these con- 
clusions—they deciding that there 
were eleven qualities which a success- 
ful dealer must have, starting with 
financial stability and ending with a 
high standard of ethics. They sug- 
gested methods of “Market Analysis” 
and discussed the factors which 
should determine the firm’s sales pol- 
icy. Problems of analysing operating 
costs were discussed and each dealer 
was asked to bring in his own figures, 
from which a typical set of figures 
for three different types of store were 
drawn up. In discussing what ac- 
counts the electric appliance dealer 
should keep to enable him to follow 


the status of his own business, Dun 
& Bradstreet’s figures were presented 
and discussed in comparison with 
their own reports. The net sales of 
the dealers in the conference group 
fell into three groups, one averaging 
about $26,000, the second around $70,- 
000, to third, $100,000. Cost of goods 
was about 65 per cent, gross profit 
varied from 30.9 per cent to 37.5 per 
cent, net profit from 7 per cent to 11 
per cent. 

When the remuneration of salesmen 
was discussed it was brought out that 
the members as a whole approved of a 
limited drawing account against com- 
mission, preferring this to either 
straight commission or straight salary. 
The problem of how to obtain, select 
and train salesmen had a meeting to 
itself. It is of interest to note here 
that the dealers came to the con- 
clusion that a clearing house for sales- 
men to which all of them might apply 
was a desirable thing and that they 
have asked the Electrical League of 
Southern California to institute such 
a body. This has now been done 
and the clearing house is already in 
operation, advertising in its own name 
for men, giving them training 
through manufacturer and _ utility 
courses and then referring them to 
dealers requesting help. 

It has also become apparent that the 
dealers felt the need of closer contact 
with each other and with the rest of 
the industry, with a result that a 
permanent dealer organization is a 
probable outcome of the conferences. 

In other words, the initial confer- 


(Please turn to page 69) 
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In General Eleetric’s Big Home Laundry Equip- 
ment W inddiy Display Contest Featurin g the 
Dynamic Nev “SEELL-SHOCK” Display Series 
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DOUBLE YOUR PRIZE. 
Cash in on National 


Washer-lroner Week 


_ For a G-E window display which appears 
during National Washer-Ironer Week, Oct. 
23-29, and which is entitled by its merit to win 
one of the prizes offered in the 10-week G-E 
Home Laundry Window Display Contest, 
General Electric will pay double the cash 

prize which would normally be awarded. Cash 

in on National Washer-Ironer Week—com- 
pete for double money! 


Win a substantial cash prize! For the best window 
displays, using any of the powerful new General 
Electric ““SELL-SHOCK” Displays, set up by G-E 
Home Laundry Equipment dealers from September 
15 through November 26, the following cash awards 
will be made: 


$100 8th Prize............ $ 25 
2nd Prize ............ 75 9th Prize............ 10 
50 10th Prize............ 10 
25 11th Prize............ 10 
25 13th Prize............. 10 
7th Prize.............. 25 $400 IN PRIZES! 


To encourage dealers to capitalize on National 
Washer-Ironer Week by means of powerful window 
displays during that Week, General Electric now 
offers to double the amount of any of the above cash 
prizes, so long as the prize-winning window is used 
during the week of Oct. 23-29. For instance, if the 
best window display of the entire contest should ap- 
pear during National Washer-Ironer Week, that 
dealer would receive $200 instead of $100! 

Write or phone your distributor today for full de- 
tails of this remarkable contest which can put extra 
money in your pocket. 


Remember—A Winning G-E Window 
During National Washer and Ironer 
Week Pays You a 


Double Cash Prize! Misi Yj 


Wee 
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A Presentation of the Imperative 
Need of Mutual Understanding in 
the Conduct of Our Daily Work 


WITH SPECIAL REFERENCE TO THE 
ELECTRICAL APPLIANCE BUSINESS 
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itorial Service 


To Meet Industry’s 
Major Problems 


lo the readers of ELECTRICAL MERCHANDISING 


There is no doubt that today the American people are taking a keener, more 
critical interest in the conduct of business than ever before. And when I say critical, I 
mean exactly that. During recent years most of them have suffered loss, either of jobs or 
of savings, and under such circumstances men are prone to accept without serious 
question any scapegoat that appears plausible. In the confusion of fears and resentments, 
they seem to have concluded that short sighted and selfish business management is chiefly 
responsible for their misfortune. 


However mistaken and unfair such conclusions may be, management cannot 
ignore them. It must recognize that in the long run, the opinions of men are the result 
of experience, of what happens to them each day, much more than of what they are told. 


Progressive management has already faced that fact; has already begun to 
think and work beyond the technicalities of production and distribution that once 
absorbed most of its energies. It sees more clearly and deals more proficiently with its 
human responsibilities. It is learning to reconcile the economic success of the industrial 
unit with the social welfare of worker and community. 


Presently, every business—the small retailer as well as the large manufacturer 
—must learn how to interpret more convincingly to its own public the social as well as 
the economic benefits of its policies and accomplishments, Only as each business satisfies 
the newly aroused and critical interest of people in its affairs will it be able to disarm 
those who trade on the human tendency to blame our troubles on someone else. Yes, if 
business as a whole is to win a favorable public opinion, each and every business must 
act to improve its own public relations. 


The readers of this journal, and of other business publications, compose, we 
believe, a group that can achieve for American business a sound and lasting solution of 
this vital problem. They alone are in position to shape the working conditions of 21 
million employees. They alone can mould the attitude of those other millions who compose 
the various “publics” to which all business must be responsible. 


Heretofore, the function of business papers has been to exchange successful 
experience; to dig up and disseminate practical facts for the use of their readers, serving 
primarily the technical and merchandising needs of business. But this matter of human 
relations has now become of equal importance, for good industrial and public relations, 
it has been found, reduces corporate losses, removes fear and suspicion, promotes operat- 
ing efficiencies in both production and sales. A better knowledge of public relations 
technique is, therefore, quite properly essential for men in, or moving into, positions of 
greater executive responsibility. 


So, beginning with this insert, each McGraw-Hill publication sets out to 
strengthen its editorial service in the important domain of Public Relations. I hope that 
the million readers of McGraw-Hill’s business papers will get much real and practical 
help toward building better relationships between their own businesses and their 
employees, their customers, and the communities in which they must carry on. 


HM 


President, McGraw-Hill Publishing Co., Inc. 
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United States has changed from 

an agricultural to an industrial 
nation. Living standards and efficien- 
cies at once the despair and envy of 
other countries have been created. 
Foreign delegations still flock to our 
shores to study our methods so that 
they may use them as patterns for 
their own organizations. Yet here at 
home today these methods and the 
systems responsible for them are 
under increasing attack. 

Since every person employed in 
productive enterprise is a part of 
American industry, these attacks im- 
peril the livelihood of nearly forty 
million workers and their dependents. 
The newest addition to the payroll has 
as much—if not more—at stake as 
the veteran business executive. That 
also is true of particular industries 
which at present may not be under 
direct fire. All industry is so interre- 
lated and interdependent that even 
the seemingly immune enterprise 
must suffer when the legitimate ac- 
tivities and the buying power of their 
customers, or the customers of their 
customers, are curtailed. 

Ironically enough, public acquies- 
cence in many of the current attacks 
is an indirect recognition of the 
satisfactory manner in which our in- 
dustrial system normally functions. 
Reasonable opportunities for the em- 
ployment of those ambitious to put 
their mental or physical talents to 
work, and continually rising stand- 
ards of living have come to be widely 
accepted as a matter of course. Any 
unfavorable change in these condi- 
tions leaves the general public sur- 
prised, confused and resentful. Such 
reactions as these make it easy for 
pressure groups to unloose destruc- 
tive propaganda which further 


| less than two generations the 


PUBLIC RELATIONS PROGRAM 


heightens resentments and _ breeds 
new misconceptions. 

These misconceptions take many 
forms shaped by the experience, the 
inexperience, or the special interests 
of the critics. To one it appears that 
business can’t manage itself and 
must be owned and managed by the 
Government. Another believes that 
employees are underpaid or that 
stockholders and executives are over- 
paid. To others corporate surpluses 
are too high. Many have convinced 
themselves that power and machines 
have reduced employment opportuni- 
ties; and that industry can raise 
wages and reduce prices while costs 
go up. 

Several misconceptions are based 
on faulty generalizations. Because a 
few companies have been remarkably 
successful, it is argued that all could 
make money. Because some corpora- 
tions have been ruthless, all corpora- 
tions, it is contended, will stoop to 
unethical conduct to gain their ends. 
This is like saying: John Smith 
killed Bill Brown; John Smith is 
auburn-thatched ; all redheads, there- 
fore, are murderers. Unfortunately, 
those who would indict all business 
for the crimes of a few are more 
subtle in their approach and so cre- 
ate an impression not in accord with 
the facts. 

To put it bluntly, American indus- 
try, once so highly praised for its 
contributions to the national well- 
being, is now on the spot. Prevailing 
misconceptions of how business oper- 
ates and what it does have made a 
field day for those who propose to 
hamstring or destroy private initia- 
tive and individual opportunity. 
These proposals run a broad gamut: 
They include public ownership, in- 
creasing and rigid federal control at 


the expense of local autonomy, ill- 
conceived legislation on hours and 
wages, labor dictatorships, and con- 
fiscatory taxes on thrift and employ- 
ment security. 

While the man in the street may be 
criticized for his willingness to swal- 
low these nostrums, he is not wholly 
to blame. Industry, too, has been at 
fault, in assuming either that he was 
fully informed on those phases of its 
operations which are properly a 
matter of public interest, or that a 
healthy curiosity should be discour- 
aged. Misconceptions multiply where 
the facts are hidden. 

The tragedy of the situation lies in 
the fact that it might easily have been 
avoided. In the simple days of local 
and localized industry, everybody 
connected with a particular enterprise 
knew everybody else connected with 
it, and the details of its operations 
were an open book. The boss and the 
employees were neighbors; the cus- 
tomers, for the most part, fellow 
townsmen. Outside purchases were 
limited largely to those products 
which the local community neither 
manufactured nor raised. Competi- 
tion in the modern sense was practi- 
cally non-existent. 

As industry developed and enlarged 
its field of operations, much of this 
early intimate personal touch was 
lost. The small enterprise grew big- 
ger. In some cases combinations took 
in the local business and financial 
control passed out of the community. 
The local industry which still re- 
tained its identity was busy meeting 
increased competition and seeking to 
expand its distribution. Little atten- 
tion was paid to changing conditions 
that were fostering misconceptions 
about the personal relations of the 
business. Bit by bit the close ac- 
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quaintance and familiarity of the 
early days disappeared. 

Common understanding of these 
things also was impeded by the 
greater variety of occupations as in- 
dustry expanded. Each man’s job be- 
came so highly specialized that the old 
feeling of common partnership in a 
joint undertaking frequently was 
buried in an exaggerated feeling of 
the relative importance of his own 
work. This made it easy for each oc- 
cupational group to get the idea that 
its contribution to the undertaking 
alone was essential and that many of 
the other groups were parasitic or, at 
best, unimportant. 

Such mistaken beliefs are the ex- 
clusive property of no particular 
group. “Goods are valueless until 
sold,” chants the sales staff; “without 
us the wheels of industry would cease 
to turn.” The wheels would turn 
much faster, growls the production 
department, “if we didn’t have so 
many lame-brains drawing fat sala- 


ries as salesmen.” Under the cold 
glance of both groups, the clerical 
force heatedly inquires: “How long 
do you think this business would last 
if we didn’t keep the cost records, 
send out bills and collect the money 
for pay checks?” Some executives 
and engineers, too, have been known 
to forget that their plans cannot be 
carried out without the cooperation 
of other groups. 

Possibly the greatest single cause 
of misunderstanding and friction has 
been fuzzy thinking on social re- 
sponsibilities. Many of the responsi- 
bilities which rested on the individual 
or the state in our fathers’ and grand- 
fathers’ days have been shifted to the 
shoulders of industry. New ones con- 
stantly are added or proposed—often 
before industry has had time to adjust 
itself to those which have gone 
before. Some of these responsibilities 
affect employee relations; other in- 
volve customer relations. The worker, 
for example, no longer is completely 


defenseless against the occupational 
hazards of his employment. “Let the 
buyer beware” no longer is consid- 
ered smart merchandising. Many of 
the changes now embodied in the 
laws were anticipated by industry 
itself. Opposition—valid or other- 
wise—to social legislation, however, 
has been used to damn business in the 
public eye. 

Fortunately, the barriers to good 
will and common understanding can 
be broken down. The process is a 
simple one. It consists chiefly in 
maintaining good policies in human 
relationships and in keeping all inter- 
ested people—employees, stockhold- 
ers and their neighbors, customers 
and the general public—informed. It 
means telling them in plain terms 
what revenue is received and where 
it comes from, what revenue is paid 
out and who gets it, how an industry 
serves the individual, the community 
and other industries. Finally, it in- 
cludes the acceptance of the social re- 
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sponsibilities which the advance of 
civilization imposes upon business. 

Add all these things together and 
you have public relations. 

Most employers are willing to 
accept their social responsibilities, 
but they are inexpert in making that 
acceptance articulate. Too many em- 
ployers have failed to make clear 
their policies, their practices and 
their purposes as they relate to fair 
dealing with employees, investors and 
the general public. Their intentions 
have been good, but they have 
cloaked them with a veil of secrecy 
and made a mystery out of simpli- 
city. As a result the uninformed have 
been given a royal opportunity to 
exercise their imagination. And they 
have done it! 

Public relations is a comparatively 
new activity for most business enter- 
prises and involves a technique which 
too many have not yet learned. Obvi- 
ously, the first place for each com- 
pany to start is within its own organ- 


ization. This is the “inside job” that 
builds a company’s good name among 
its own family and lays the firm 
foundation for building public confi- 
dence and favor. As one exponent of 
the art phrases it: “Industry’s public 
relations cannot be one thing and its 
private actions and policies something 
else. The two must be in complete 
accord.” 

The inside job should present no 
real difficulties to fair-minded em- 
ployers. Most workers have a normal 
predisposition to view in a favorable 
light the organization in which they 
earn their livelihood. Most companies 
endeavor to conduct their operations 
so as to justify that favorable atti- 
tude. But too few of them are adept 
at dramatizing the facts that furnish a 
substantial basis for maintaining em- 
ployee good will. So, where misun- 
derstanding and suspicion born of 
ignorance exist, time may be required 
to break down the barriers that have 
grown up. 
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The task of telling this inside job 
to the outside world, however, will 
not be easy, for two reasons. First, 
it has been so long neglected that the 
backlog of misunderstanding is large. 
Second, public relations involves atti- 
tudes as well as actions, a viewpoint 
as well as an organization. Public re- 
lations is not a commodity that can 
be purchased like a car of coal or a 
bolt of silk; neither can it be sold 
by “canned” material. Each program 
to establish sound public relations 
must be individualized and indisputa- 
bly stamped with the personality of 
the company promoting it. And the 
deed must always back the word! 

But the task is worth the effort. 
For, with the inside job right, a 
properly conceived and intelligently 
executed public relations program 
offers business the means of success- 
fully counteracting unjust public sus- 
picion, unfair political attack and un- 
warranted outside dictation. The need 
is urgent. 
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. Family Income, Refrigerator Price and Operating Cost 
A TEN YEAR COMPARISON 
1927 Income 
$216.00 per Month 1937 Income 

$274 Monthly $170.75 per Month 
, Operating Cost $123 Monthly 
deta al Income Operating Cost 

or .72% of Income 


$29.16 
Monthly Payment-—- 
or 13.50%, of Income 


Monthly Payment 
or 8.45% of Income 


Average Price, Electric Refrigerator, $350 Average Price, Electric Refrigerator, $173 


\ Annvol consumption 822 kw. hrs. Annual consumption 420 kw. hrs. 


THE PRICE RECORD OF ELECTRIC REFRIGERATORS OOD public _relations—popularity 


with the public—comes to such a 
consumer goods industry as the elec- 
1927 trical appliance business chiefly 
through the constant development, 
manufacture and sale of new and at- 
; tractive goods at fair prices. 

In this respect the appliance indus- 
try has an enviable record. Year by 
————EE year domestic electrical equipment has 
been improved toward greater eco- 
nomy in operation, greater conveti- 
ence to the user, more variety and at- 
tractiveness in product design. The 
charts on this page select two ap- 
pliances outstanding in popularity and 
widespread use to show the progress 
1938 in greater value for less money. 

This progress is dramatically shown 
by the pie charts at the top of these 
pages. A ten year comparison shows 
the decrease in cost in dollars and in 
relation to family income. Figures 
is from the National Industrial Confer- 
ence Board give $2602. as the aver- 

50 | | 1927 oe age family income for employed work- 

| 
| 


Average Price 


“ 

| 

| 

| 

| 

| 

| 

+ 

| 

| 

| 
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Paes Ey, ers of all types in the U. S. For 1937 

the income of the same class of buyer 
had fallen to $2049. per family—but 
these families can buy more appliance 
9212223 "25°26 °33 1937 value for a smaller portion of their 
income than ten years ago. Both 
washers and refrigerators have bee? 
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Family Income and Washer Prices 
A TEN YEAR COMPARISON 


1927 Income 


$ 216.00 per Month 


1937 Income 


$170.75 per Month 


$11.92 
Monthly Payment 
or 5.52% of Income 


Average Price, Electric Clothes Washer, $143. Average Price, Electric Clothes Washer, $72.24 


reduced on the average to one half 
the average- price of ten years ago. 


THE PRICE RECORD OF ELECTRIC CLOTHES WASHERS 


$6.02 

Monthly Payment 

or 3.53% of Income sf 
4 


Quality and variety of both appliances 
have been greatly improved. In the 
case of the refrigerator, the increased 
efficiency has cut operating costs in 
half. Today the trade is privileged to Pay wie, 
offer refrigeration of twice the effi- " 5s T 

ciency at half the price of ten years a 

ago. 


Other appliances have shown this _ 
same record of continual price reduc- _ 


tion and quality improvement. Elec- 
tric ironers for one have been reduced 125 | 
in price in ten years from $160 to an 

average of $70. 

The electric range. steadily grow- 
ing in public acceptance, has shown a 
more moderate decline in average 
price but a striking improvement in 
eliciency, convenience and‘ the high 
standard of durability makes for ex- 
tremely low service costs. 


n 


Average Price 


he manufacturers has depended on 75 i } 
the creative activity of two other vital \ 
dlements of the trade—the light and 65 =— 
power companies and the wholesale \ - 
and retail distributors. 55 

Light and power companies, of 1921 "22 
course, are the center of the entire 
Picture. Without them there would 


_ splendid record on the part of | 
t 
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The Record for Public Relations 
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YEAR BY YEAR THE ELECTRIC RATES 
GO DOWN AND USE INCREASES 


Year 


1921 
1922 
1923 
1924 
1925 
1926 
1927 
1928 
1929 
1930 
1931 
1932 
1934 
1935 
1936 
1937 


Average 
Anuual Average 
Use Annual 
Kw. Hr. Bill 
347 $25.65 
359 26.50 
368 26.50 
378 27.25 
398 28.90 
428 29.87 
444 30.19 
460 30.36 
499 31.44 
543 39.58 
578 33.18 
597 33.25 
595 32.67 
624 33.07 
672 33.53 
727 33.81 
793 34.81 


Average 
Rate 
per 
Kw. Hr. 
7.39¢ 
7.38 


23 3S 1837 


347 KWHRS. AVERAGE ANNUAL USE 


$25.65 AVERAGE ANNUAL RILL 


be no appliance industry, and as they have extended service 
steadily, year by year, to a greater and greater number gj 
customers, rates for service have been just as steadily reduced, 

But the expansion of customer’s service and the re:luctiog 
of rates has been by no means the only contribution of th 
public utilities to the change in American living brough 
about by electricity in the home. They have steadily pioneere; 
the market for new appliances and new services, lending , 
degree of guidance and support in this essential phase of 
development without which manufacturers and retailers could 
hardly have accomplished the present market saturation even 
at enormously higher cost. 

Wholesalers and retailers have played their great part in 
this development. An army of door-to-door salesmen has 
year by year carried a message of labor saving to the public, 
The result of this activity is seen in the comparisons at the 
bottom of this page where is graphically shown the tremené. 
ous extent of the use of labor-, health- and money-saving 
electrical devices. 


AVER. ANNUAL USE 
793 KWHAS 


Bilt 


34.81 AVERAGE ANNUAL 


22,825,921 HOMES 
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22,825.92] HOMES 


22.825.921 HOMES 


22,825,921 HOMES 22,825,921 HOMES 
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DISING 


HE American standard of 

living is one of the accom- 

plishments of the American 
system in which Americans take a 
particular pride. It involves su- 
perior standards of sanitation, 
health, cleanliness, education, and 
particularly it involves the superior 
comforts and conveniences in the 
American home. 

The rise in living standards and 
standards of home comfort, cleanli- 
ness and freedom from unremitting 
toil is so great that within less than 
a generation it has become a com- 
plete transformation. And it is 
due in greatest measure to the ex- 
tension of electric service into the 
great majority of American homes. 
And more even than to the exten- 
sion of service, it is due to the 
skill, imagination and energy of 
the electrical appliance industry 
which has equipped these homes 
with the devices for electrical 
living. 

The electrification and equipment 
of American homes is so familiar 
that we take it for granted. We 
rarely stop and reflect what an 
accomplishment it is and that it has 
taken place in less than a genera- 
tion. Thirty years ago the power 
companies of this country were 
serving only 1,940,000 domestic 
customers. In this year of 1938 the 
number has grown to more than 
23,000,000. 

In 1908 electric lighting was a 
novelty and the means a carbon 
bulb. The tungsten lamp was still 
two years in the future. By 1908 a 
few thousand electric irons were in 
use and the first vacuum cleaner of 
the modern type developed. “Also 
the first crude electric washers had 
been placed on the market, and 
already some electric cooking uten- 
‘ils had been developed and com- 
bined into the first crude electric 
range, 

Since these beginnings the num- 
ber of domestic customers and the 
development of electric products 
lor domestic use have gone hand in 
hand ; service creating the market 
‘or appliances, appliances stimu- 
lating the demand for service. 


Great stimulus came after the 
War. The years from 1920 to 
1930 showed a tremendous expan- 
sion in wired homes and a great 
period of development in household 
electric appliances. It was this 
decade that saw the electric washing 
machine and vacuum cleaner come 
into tremendous popular accept- 
ance, and about the middle of this 
period the perfected electric refrig- 
erator began its sensational rise in 
popular favor. 

In the following pages we have 
tried to show pictorially this tre- 
mendous alteration in the living 
habits of America from before the 
electrical era, through its early 
stages and into the present period 
of highly perfected appliances. As 
the preceding pages show, this 
growth in manufacture and sale has 
been accompanied by reduction in 
prices, extending these benefits and 
comforts into all classes of society, 
all levels of income. This process 
continually goes on and some of its 
accomplishments are almost unbe- 
lievable. 


O part of our field shows this 

progress more dramatic- 
ally than the development of the 
incandescent lamp. Early tungsten 
lamps, brought out about 1910, sold 
for a dollar or more. They were 
so extremely fragile that each was 
packed in a cotton lined box. To- 
day, the simple, rugged, high effici- 
ency incandescent lamp is sold 
everywhere for as little as fifteen 
cents. 

Nor, as we have-shown, have the 
utilities serving the great public 
lagged in the provision of continu- 
ally reduced rates for service as 
their list of customers expanded 
and grew. There are certainly few 
industries that can show a record 
comparable to that illustrated on 
the facing page. More and more 
service is yearly provided at a con- 
tinually lowered rate. In 1921 the 
average family used 347 killowatt 
hours, for which they paid $25.65. 
In 1937 the average family used 
double this amount and paid but 
$34.81 annual cost. 
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TRANSFORMING 
Americas Living 


T is inspiring to study the hu- 

man and social results of the 
change in living brought about by 
electricity and electric home equip- 
ment. Thirty years ago the women 
in the homes illustrated on the first 
following pages had no time for 
anything but hard household tasks. 
The housewife literally worked 
from sun to sun—even if she was 
assisted by the brawny arms of a 
hired girl. When electricity began 
to provide her home with mechani- 
cal substitutes for human muscles 
she began to find that there was 
something in the world besides 
housework. It may be truthfully 
stated that the introduction of the 
electric washing machine was the 
first great force liberating the 
American woman. 

How she has used the increasing 
release from long hours of house- 
hold tasks to further the public 
good can be seen by following the 
development of the civic and edu- 
cational activities which millions of 
women turned to. 

One of the great instruments 
through which these women, freed 
from hard household tasks, have 
worked for public betterment has 
been the Federation of Women’s 
Clubs. Another, the National Con- 
gress of Parent and Teachers, 
originally organized as the Na- 
tional Congress of Mothers. Both 
these great movements, with their 
dynamic effect on American life, 
have had their greatest growth in 
the period which we call the elec- 
trical era. Although it was not a 
new movement, it was only after 
the turn of the century that the 
Federation of Women’s Clubs de- 
finitely launched: on a wide program. 

Before 1900 this movement was 
limited in clubs and memberships. 
In 1889 when the General Federa- 
tion was formed there were only 
ninety-seven clubs in the country. 
The organization in this pre-elec- 
trical era was limited to a few 
women of means who had the 
necessary leisure time. Today when 
millions of women have hours of 
freedom from the home tasks, the 
organization has 14,500 member 


clubs with a total of more than two 
million members. 

Similarly the National Congress 
of Parents and Teachers has had 
its growth during the electrical era. 
The influence of this organization 
on such fields as Americanization, 
child labor, juvenile court, schools, 
mothers’ circles, country life, stu- 
lents’ loan funds, kindergarten ex- 
tensions, illiteracy, home education 
and economics, recreation, child 
hygiene and development is beyond 
easy calculation. Until 1920 the 
membership of this organization 
was less than 200,000. In 1937 it 
had reached a total membership of 
2,056,777. 

It would be idle to claim that the 
electrification of the home is en- 
tirely responsible, but it cannot be 
denied that these out-of-the-home 
activities would have been impos- 
sible to a generation where women 
were tied to the washboard, broom 
and kitchen range. 


THER results of electrical de- 

velopment are equally strik- 
ing. The improvement of lighting 
in homes and schools due to the 
improvement of lamps and equip- 
ment and to a knowledge of the 
science of seeing, has had a vast 
effect on the eye sight of this and 
tuture generations. The electric 
refrigerator, safeguarding the 
baby’s bottle, has had an influence 
on child health that can hardly be 
estimated. The mortality tables 
with their continuous drop in the 
death rates of children are convin- 


cing testimony of the high stand-. 


ards of food preservation due to 
home electrification and electric re- 
frigeration. 

This is the merest skimming of a 
record rich in examples of far 
reaching public benefit. 

The record of public service per- 
formed by the utilities, manufac- 
turers, distributors, retailers and 
salesmen in the electrical appliance 
business is the full answer to criti- 
cism. It is an achievement of 
which every man and woman in 
this business can be justifiably 
proud. 
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HOURS OF WICK-TRIMMING BEHIND THIS 


HE pictures on these pages are not an- 

cient history. They represent a cross- 
section of American home life stretching back 
a mere twenty and thirty years; some of them 
no later than Post-war days. And yet, in the 
scope of the changes that have taken place in 
the gradual mechanization of household equip- 
ment and the daily chores of washing, ironing, 
sweeping, dusting and cooking, they bear out 
the old saw about “women’s work is never 


BEFORE THE ELECTRIC 


done.” Just as industrial machinery and tech- 
nological advance has wrought far-reaching 
changes in our social structure, so domestic 
electrification has profoundly affected the lives 
and freedom of American women. It is this 
newer freedom, the beginnings of which are 
traced in the pages that follow, which consti- 
tute the basic foundation on which the elec- 
trical appliance business rests and from which 
its continued growth will increasingly stem, 


PHOTOS BY BROWN BROTHERS 


BEST THEY KNEW: UNSANITARY ICE-BOX 
AND INADEQUATE FOOD PRESERVATION 


DUST FOR CHILDREN’S LUNGS; BACK-ACHES 
FOR MAMMA WHO WIELDS THE BROOM 


PRE-RADIO AND PRE-ELECTRIC LIGHTING SCENE IN A WELL-TO-DD FAMILY 
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COAL SKUTTLES COMPETED WITH THE STOVE AS WOMEN’S DRAGONS 


COOKING REQUIRED YEARS TO MASTER 
AND TOOK THE BETTER PART OF A DAY 


HOURS WENT OUT OF WOMEN’S LIVES OVER THE SCRUBBING BOARD 


THE KEROSENE LAMP PLAYED ITS PART IN MAKING US A NATION OF GLASS-WEARERS 


PRESERVING WITHOUT BENEFIT OF 
ELECTRICITY 
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THE SAD-IRON: POSTLUDE TO THE SCRUB ea 
a 


ONE OF THE EARLY WOODEN-TUB, DOLLY-TYPE WASHERS. 


HE completely electrified home, in process of being real. 
ized to some degree today, had definite growing pains, 
Domestic electrical equipment in common with industrial 
equipment underwent a continual refining and development, 
both mechanically and stylistically. The pictures shown here 
are selected from that early development period which 
began in the early 1900's and continues apace even to this 
day. The tungsten lamp, the vacuum cleaner, the washer, 
the range and even the refrigerator had their inception some 
thirty years ago even though there were but 1,940,000 
potential customers with homes wired to receive them, com. 
pared to the 23,000,000 such homes today. But these 
appliances, crude though they were, made, by comparison 
with centuries of hand effort, a “modern” age. 


NOTICE 


THE WASH-BOILER ON THE OLD COAL RANGE AND THE RINSE TUBS 


= 


THE SAD-IRON MET ITS FIRST ELECTRICAL COMPETITION 
AS EARLY AS 1895 


THIS HOOVER (1908) WAS THE FIRST PORTABLE CLEANER 


AN EARLY TYPE OF ELECTRIC RANGE HAD A WOODEN FRAME. BUT THIS MODERN 
MISS SEEMS PLEASED ENOUGH WITH THE PIE SHE. IS TAKING FROM THE OVEN 


THE ANCESTOR OF THE I. E. S. LAMP, USING AN EARLY TUNGSTEN PERIOD, DID LITTLE 
TO COPE WITH GLARE BUT WAS A COMPARATIVELY EFFICIENT SOURCE OF LIGHT 


EAI 


THIS 
$600, 
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EARLY ELECTRIC IRONERS HAD A _ GAS 
HEATED SHOE, NO AUTOMATIC CONTROLS 


4 


ug 


THIS EARLY REFRIGERATOR PROBABLY COST 
$600, WAS INNOCENT OF PORCELAIN ENAMEL 


POST-WAR WASHERS SPORTED HARD-RUB- 
BER WRINGER ROLLS, NO SAFETY RELEASE 


ICE-TRAYS IN THE LATE 1920'S TOOK 
HALF THE STORAGE SPACE IN THE BOX 


MR. AND MRS. AND BUSTER BROWN KNEW THEIR TOASTER AND PERCOLATOR 
AS EARLY AS 1905—A FORE-RUNNER OF THE TABLE COOKERY OF TODAY 


THIS WASHER, ONE OF THE VERY FIRST, DATES 
BACK TO 1907 


RUBE GOLDBERG MIGHT HAVE BEEN RESPONSI- 
BLE FOR THIS ANCESTOR OF THE REFRIGERATOR 


EVEN THE ELECTRIC DISHWASHER GOT ITS 
START YEARS AGO 


{ 
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- electrical appliance development and research, in th 
application of electricity to still more domestic operation, § & 
the millenium is yet still far off. But to the basic househol; 
tasks—to cleaning, washing and ironing clothes, cooking 
preserving food and controlling the temperature of the air, 
electrical devices on the market have reached a high stag Me 
of perfection. They have brought a new conception of hom § & 
making into being and, insofar as they have contributed ty 4 
the freeing of women from daily routine, may be reckone( ) 
a potent social force. On the next page are shown some oj 

the numerous constructive activities women are currently 
engaged in—a far cry from the day when “women’s place 

is in the home”’ chained them to a ceaseless routine of back. 
breaking drudgery. 


4 


SCIENTIFIC LIGHTING PRESERVES CHILDREN’S EYESIGHT 


FIVE MINUTES IN THE MORNING CLEANS THE RUGS THE HAND CLEANER SAVES LABOR A CHILD CAN USE AN ELECTRIC IRONER 
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TABLE COOKERY BRINGS RELIEF FROM THE KITCHEN SUMMER’S HEAT NOW EFFECTIVELY CONTROLLED AN ELECTRIC ROASTER MEAL FOR SIMPLICITY THE | 


A 
THE ELECTRIC REFRIGERATOR IS THE FOOD CENTER OF THE KITCHEN 


a 


MPLICITY THE DRUDGERY OF DISHWASHING ELIMINATED 


/ 
IRONER THE PRESSURE CLEANSER. DOES THE WORK WASH-DAY—1938 STYLE CLOTHES WASHED, RINSED AUTOMATICALLY 
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THE MIXER SAVES ARM MUSCLES - 
PERFECTLY CONTROLLED OVEN TEMPERATURES as 


ELECTRICITY RELEASES WOMEN 
FOR WIDER ACTIVITIES 


Through Parent-Teachers' Association, National 
Federation of Women's Clubs and scores of local- 
ized activities, women, freed from domestic drudg- 
ery, are taking an increasing part in national civic 


and social affairs 


WOMEN . . . are taking an active part in the political and social life of the nation through Parent. 
Teachers’ Association and the National Federation of Women's Clubs. Above: Executives in 
national convention. 


Photos by EWING GALLOWAY and WIDE WORLD 
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ARROWHEAD HOT SPRINGS 


WOMEN . .. in juvenile courts and county government, women are bringing WOMEN . . . are at the forefront when campaigns and movements get under way to rid highways 
their particular talents to bear on social problems. of billboards, community clean-up drives, and other endeavors. 


WOMEN . . « when no longer tied to kitchen and cae agitate con- 
structively for children's playgrounds and the under-privileged. 


WOMEN . with time for active careers, created by electricity, work to eradicate child labor 
(left) erecting safety (above left) and child health. 
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330 W. 42nd St. Electrical Merchandising New York, N. Y. 


Kindly send Electrical Merchandising for three years 


@ (36 issues}—beginning with the October number. The 
“Cash-with-order” price of $2 is attached. 


THERE IS NO ONE YEAR RATE! 
Name. Position 
Street and No 
City. State. 
Company Name. 


Kind of Business. 


Above rates a opely in U. S., Canada, FOREIGN RATES: 
Central and South America only. 1 year $2; 3 years $5 
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money-making proposition 


THE NEW NORCA AT £39.75... MADE, GUARANTEED AND SERVICED 
BY THE HOOVER COMPANY... OPENS DEALER OPPORTUNITY IN 
NEW MARKETS, BOTH SMALL TOWNS AND BIG CITIES 


Ane 


THE NEW NORCA 


Moce ond guaranteed by The Hoover 
Company 
Hig! y efficient—precision built 
Low © price, fo meet any competition 
Eos''y sold—Hoover quality known to 
everyone 
Com alete line, including Norca Hand 
Csaner and Norca Dusting Tools 
Sati: ‘es customers—who sell others 
<=rvice problem—serviced by Hoover 
meeilc.. confidence in you, through Hoover 
ti up 
Giv.. you excellent profit 


$39.75 


THE HOOVER COMPANY 
North Canton, Ohio 


Gentlemen: 
Is the Norca franchise in my city open? If so, will you give me 


complete details? | am interested in the profit-possibilities of this 
new low-priced Hoover-built cleaner. 


Street Address... . 


It 
| 
‘ 
‘ 
‘ 
ACT 
4 Y 
MEDIATEL 
IM 
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HE: Which cleaner do you 
think is best? 


SHE: The Hoover! 


(Checks show 5 to 1 preference for 
Hoover over any other cleaner.) 


Thousands of women want Hoovers—would jump at 
the chance to have a lower-priced Hoover-builf 
cleaner. 


The new Norca is your sales opportunity. 


Made at the great Hoover factory, by Hoover ex- 
perts, to Hoover standards. 


Guaranteed by Hoover. 


Serviced by Authorized Hoover Service Stations— 
all over the country. The only cleaner company 
that maintains such a complete service. 


Backed by Hoover's great research and engineering 
laboratories—with millions invested to build bet- 
ter cleaners. 


The finest, most efficient brush-type cleaner on the 
market—fouls less easily —stands up longer. Brush 
easily adjusted for efficiency—easy replacement. 
Latest modern features. 


A cleaner your customers want—that you can sell. 


A cleaner for profit! 


No 
Postage Stamp 
Necessary 


Postage 
Will Be Paid 


by 
Addressee 


If Mailed in the 
United States 


BUSINESS REPLY CARD 


First Class Permit No. 12, Section 510, P. L. & R. North Canton, Ohio 


THE HOOVER COMPANY 


NORTH CANTON, OHIO 
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Blind Mrs. Hattie Bunker 
Bakes Prize Pies on Her 


Electric Range 


Raised controls on range is 
only difference to standard 
model 


< 


“There she is—pretty a pie 
as you'd would want to 
see!" 


> 


Of all her electric appli- 
ances, Mrs. Hattie Bunker 
likes the range best 


Her range oven is so exact “you just put 
it in and take it out" she says 


Blind for 23 years, Mrs. Hattie Bunker 
is still champion pie baker 


ESS than a year ago, Herb Helgeson, local manager of the Omro, 
Wisconsin office of the Wisconsin Power & Light Company sold an 
electric range (Monarch) to one Mrs. Hattie Bunker. There was nothing 
unusual about the transaction other than the fact that Mrs. Bunker was 73 
years old and had been blind for the past 23 years. But when blind, old 
Mrs. Bunker began garnering honors in the local community for the excel- 
lence of her pies, there came a dawning realization that here indeed was 
swell publicity for the electric way of cooking. 

And so when the Wisconsin Utilities Convention got under way, C. E. 
Swain of the Malleable Iron Range Company interviewed Mrs. Hattie 
Bunker over the radio. Brought out was the fact that she uses the range 
for all cooking purposes, does her own preserving and regulates the oven 
by a control with raised numbers which she reads by touch. This control, 
incidentally, was the only equipment on the range that was not standard. 
For timing, Mrs. Bunker “looks” at the clock which, having an open face, 
can be also “read” by touch. 

Said, Mrs. Bunker: “I can’t get burned because there is no flame. 
units are all in a row, so I can easily locate each kettle. The oven is so 
simple I just put the food in and take it out. The control does the rest.” 

Asked how she differentiated between peas and corn in a can, she replied 
that she just “shook them”. The can with the most liquid was the peas 
and the other the corn. 


The 
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We still have a sufficient quantity of these window and store display 

The picture, reproduced on the cover of ELECTRI- 

CAL MERCHANDISING for September, measures 2! x 33 inches and 

will be mailed postpaid for 50 cents, cash with order. 

ELECTRICAL MERCHANDISING, 330 West 42nd St., New York City 
and solve your Washer Week window display problem. 


posters available. 


HE date is October 23 to Oc- 
tober 29... 

The event is 
Washer-Ironer Week 

The results are pretty much in your 
hands from now on. 

Chis is an all-industry promotion. 
fhe majority of the manufacturers 
have arranged for special displays, 
special promotions and, in some in- 
stances, prize with cash 
awards for window display and sell- 
ing effort during the week. This is 
in addition to the display material 
made avaitable for the week by the 
American Washer-Ironer Manufac- 
turers Association. 

So that you may be kept up-to-date 
on the work individual manufacturers 
have been doing to assure the success 
of this national selling effort, we are 
publishing herewith some of the spe- 
cific promotional plans: 


National 


contests 


APEX-ROTAREX CORPORATION 


\pex have evolved a special window 
display to be supplied free to dealers 
and are tying in with the Lovell Mfg. 
Company on their window display con- 
test award to dealers. Washer-Ironer 
Week is being promoted, in addition, 
through the weekly bulletin which goes 
to all their Two special 
washer models have been announced 
for the Week—a wringer model to sell 
for $59.50 without pump and $69.50 
with pump and a spinner model. 


dealers. 


BARLOW & SEELIG MFG. COMPANY 


This company has no plans for a 
special prize contest on displays but 
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Lovell Mfg. Company, Erie, Pa., manufacturers of wringer rolls, created this window for Washer- 
lroner Week. A window display contest with $300 in prizes is being offered by the company. 


Address 


have prepared a special fall display to 
be released to dealers on a cooperative 
basis in time for Washer-Ironer Week 
showing. Dealers who are interested 
in the display (see cut) may obtain 
them at a nominal cost. 


THE BARTON CORPORATION 


Window cards and posters are being 
made available for interested dealers 
in order that they may create a “Bar- 
ton Window” for the week. Dealers 
are being urged, according to F. W. 
McGrath, vice-president in charge of 
sales, to use the display material made 
available to them. 


BLACKSTONE MANUFACTURING 
COMPANY 


This company is sponsoring a pro- 
motion entitled the “Blackstone Sales 
Bomb” which consists of featuring 
their model S-66 washer (regular list 
$99.95) at the price of $69.95 and 
their model E-37 (regular list $89.95) 
at the price of $59.95. Special news- 
paper mats are furnished to all par- 
ticipating dealers along with a window 
trim in color designed to match the 
display material of the Washer-Ironer 
\ssociation. The window trim con- 
sists of two pieces—one 19”x30” and 
the other 6’x19”. The dealer receiv- 
ing this “sales bomb”, said P. S. 
Moynihan of Blackstone, has every- 
thing he needs to make quick, profit- 
able sales. 


BENDIX HOME APPLIANCES, INC. 


Big feature of the Bendix promo- 
tion is a window display contest among 


their distributors who are divided into 
“flights” for the duration of the con- 


test. The contest, incidentally, is tied 
into their fall promotion which starts 
October 1. Bendix distributors are di- 
vided into eight of these “flights” and 
there will be cash prizes of $50, $25, 
$10 and $5 for the dealer’s window in 
each flight division that is the most 
attractive. A special brochure, de- 
scribing the window display contest in 
detail has been issued by Bendix. Pic- 
tures of good windows are shown as 
also are a number of suggestions for 
making a good window. 


GENERAL ELECTRIC COMPANY 


As already reported in these pages, 
the General Electric Company is also 
sponsoring a window display contest 
involving a series of special display 
pieces created for Washer-Ironer 
Week. The window display contest 
will run for a ten-week period, co- 
incidental with their fall campaign 
which runs from September 19 
through November 26. Dealers sub- 
mitting photographs of the G-E home 
laundry window using one of these 
“Sell-Shock” displays above men- 
tioned may win one of the prizes 
which total $400. Furthermore—any 
dealer winning one of these prizes for 
a window display which appears 
during Washer-Ironer Week will re- 
ceive double the amount of the prize 
money. For further details, write Lec 
Wichelns, advertising and sales pro- 
motion, Home Laundry Equipment 
section, General Electric Co., Bridge- 
port. 


HAAG BROS. COMPANY 


Haag will be cooperating with deal- 
ers during National Washer-Ironer 
Week with special display material 
and appropriate signs for dealers’ and 
salesmen’s use. Special mewspaper 
mats and electros placing emphasis on 
sales during the week will be supplied 
without charge. A brand-new author- 
ized Haag dealer sign will also be 
made available at a nominal charge. 
In addition, the usual material such as 
current literature, envelope stuffers, 
handbills, etc., are available free. 


HORTON MANUFACTURING COMPANY 


We'll let Dick Warner, sales man- 
ager of Horton tell his plans in his 
own words: 

“Every manufacturer experiences 
considerable difficulty in trying to get 
Distributors and Dealers to make ef- 
fective use of his display materials. 
Every HORTON salesman has been 
lectured over and over again on the 
value of display materials and the 
benefit they can bring in influencing 
increased sales through better display 
of our merchandise. We have tried to 
inspire all of our men to do a better 
job in the distribution of our displays 
and other promotion materials. We 
have appealed to their good judgment 
to get our HORTON materials into 
circulation. 

“But as respects display materials 
for THE BIG WEEK we don't make 
any appeal at all, we simply lay down 
the law, ‘It’s gotta be done—Every 
HORTON dealer must tie in with 
THE WEEK and if necessary each 
individual salesman will have to see 
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4 Herewith a summary of promotions, displays, prize 
) contests, announced by manufacturers to help dealers 

to it that he uses the window stream- washer being displayed is equipped . 
ers, posters and counter cards in an with a Lovell wringer. Displays will 
effective manner.’ ” : be judged for their sales appeal, origi- 

The photograph shows Mr. Warner _ nality and attractiveness and the prizes 
explaining how one of HORTON’S being offered total $300—a first of $50, ; 
display backgrounds can be tied in a second of $35, three fourth prizes 
with the association’s display materials. of $25 each and four fifth prizes of 10. 

Special window cards have been made 
HURLEY MACHIINE COMPANY available by Lovell to be used in con- 
nection with the contest and may be 
J. G. Hurley, field sales manager, used in conjunction with those of the 
tion. Entrants must furnish photo- 
addition to special window ‘displays of 
’ be mailed to Lovell Mfg. Company, 
banners and streamers, we are also Erie, Pa. c/o of Contest Department 
having a contest based on increase of oo ; ; 
sales for our twelve branch managers 
and a contest for all of our distribut- vOSS BROS. MFG. COMPANY 
| ors based on sales to their dealer or- zx, 
| ganization, and in addition, a “new E. J. Delarue, advert oe oe 
dealer” contest with rich rewards for Voss catalogs their OCW A 
available to every dealer contact man, connection with the National Washer- 
whether he be with a distributor or Ironer Week sa follows : ‘ 7; 
works out of one of our branches. AT special promotion machine— 
_In addition, our 12 branches are be- b 
ginning immediately on a sales train- d 
ing program for the dealer personnel pe y Washer and 
in the territory which they serve. We — — 
= ea are recommending this to our distrib- Ironer Ww eek displays supplied by the 
sag utor organization and also asking them Association. : 
ited to put on at least one additional wash- A series of ads showing the advan- 
PI ing machine specialist from now until cages of Voss Washers and offering a 
uthor- October 31.” trade-in allowance for present washer 
be equipment, and featuring a liberal 
sharge. allowance on washboards. 
such as New literature including broadsides, 
tulters, Ten prizes are being offered by circulars, catalogs, etc. z 
ee. Lovell, clothes wringer manufactur- Specialized demonstration equipment 
ers, for window displays during Na- is available to all Voss Washer 
MPANY tional Washer-Ironer Week where the dealers. 
man- 
in his At top is the window designed by the Apex-Rotarex Corp. for Washer Week. 
Above, one of the Sell-Shock color displays made available by the Home Laundry - 
eriences division of General Electric. Below, Dick Warner, Horton sales manager, points I 
x to ge! out features of the Horton window display for Washer-lroner Week. At right, i 
te Barlow and Seelig offer this window display for Speed Queen washers. ; 
aterials. 
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Meee ... AND YOU WANT 
BIGGER PROFITS! 


CA DI LLA GIVES BOTH! 


Genuine Beating-Sweeping Action 
© Modern Cleaning Attachments 
© A 28 Year Reputation for Quality 


MODEL 142 


Cadillac, Model 142, has everything your most exacting 
customer could want in a vacuum cleaner. Not one 
single feature that makes for beauty, long mechanical 
life, efficiency, or cleaning convenience is missing from 
it; yet it sells for a price actually lower than many 
so-called ‘‘standard’’ models. important too, is Cadil- 
lac’s reputation for a minimum of service requirement 
and the fact that every sale creates another enthusiastic 
Cadillac booster. You can match quality, beat price, 
please your customers and make a bigger profit with the 
Cadillac 142. Note these features: 2-speed ball bearing 
motor with sealed-in lubrication: shadowless electric 
floor light with optional ‘‘off-and-on” switch; thumb 
screw type positive nap adjustment; automatic 3-position 
handie; 4 wh carriage with conecaled front rollers; 
revolving aluminum brush; easy emptying dust bag; 20- 
feot Underwriter's Approved rubber cord and wall plug. 


NATIONALLY ADVERTISED 
TO 
20,000,000 READERS 


MODEL 132 


Another Cadillac DeLuxe Model in mod- 
ern streamlines which is exceptionally 
popular in homes which require a single- 
speed machine only. Has ball bearing 
motor and optional floor light, along with 
other Cadillac features of superiority. 


Model 132 is strictly top flight quality at 
medium price and offers a big profit to 
you. 


MODEL 123 


One of our fastest sellers because it 
offers so much more for the money. While 
low in price, it provids the benefit of a 
motor driven brush, electric floor light, 
nap adjustment, tilting-locking device, 
full 14-inch nozzle, tailored dust bag of 
finest drill and a host of additional fea- 
tures. 


Popular with dealers because of its rapid 
turnover and substantial profit margin. 


MODEL 122E 


You don’t lose sales with Cadillac! When 
price is the dominant consideration, show 
them the 122E and you make a quick sale 
because only Cadillac’s 122E gives such a 
downright bargain in quality. 


Think of it! Not straight suction, but 
genuine beating-sweeping action and it’s 
a full sized machine—not a makeshift 
compromise built down to a price. Ask 
about the combination with Hand Cleaner. 


Send for complete information on the Cadillac line 
and Cadillac’s effective dealer cooperation plan. 


6650 SO. NARRAGANSETT AVENUE 
CHICAGO ILLINOIS 
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New York’s Bargain Package Campaign 


CONTINUED FROM PAGE 9% 


ad battles to woo penny-clutching New 
Yorker’s trade. The Bloomingdale 
offer: four similar-type appliances at 
Macy’s identical price—$22.94—and a 
parallel offer to split up the appliance 
package. 

Other big department stores either 
remained aloof from the fracas or 
cooperated in selling the Consolidated 
Edison bargain package as did Abra- 
ham & Strauss and Loeser’s in Brook- 
lyn. Evidence that neither Macy nor 
Bloomingdale intended to claw at each 
other’s throats for the full period of 
the campaign—four months beginning 
September 1—was shortly forthcom- 
ing, however. Both stores had taken 
large display space in the newspapers 
with ads virtually patterned on the 
original Edison ad. These were the 
only ones to appear, though, and a 
check-up after a couple of weeks of 
the campaign during which Edison 
had gone merrily along with its deal- 
ers selling some 3,000 of the packages 
a day, showed that the two department 
store behomoths were laying down. 
Various reasons were ascribed for the 
change of heart: the difficulty of stock- 
ing the original items due to the un- 
usual demand; further price slashing 
on individual items in the package; 
and the propensity of many avaricious 
customers to buy quantities of the 
“bargains” with the object of resale. 
There were complaints, too, from some 
retailers that the mark-up on the Edi- 
son package made it impossible for 
them to compete, the difference 
amounting to about 20 per cent. 

From the Edison standpoint, the 
campaign, far from slowing down after 
its initial impetus, began to gather 
steam. As the full force of the selling 
efforts of New York Edison employees 
began to be felt—35,551 packages 
being accounted for by them during 
the first four weeks—the drive which 
started out on a basis of 1,500 pack- 
ages to 2,000 a day zoomed up until 
an average of 3,000 a day was being 
maintained. In that first four weeks, 
dealers accounted for 22,225 of the 
packages and their enthusiasm for the 
deal was evidenced by their placing 
ads, paid for themselves, in the news- 
papers. The reason was not hard to 
find; in that first four weeks, total 
commissions on the sale of the pack- 
ages reached $195,553 for the dealers 
and $35,551 for Edison employees. 

One of the surprising things about 
the present campaign was the fact that 
dealer orders were running about neck 
and neck with employee orders. In 
the previous campaign, Edison em- 
ployees outsold the dealers by 10 to 1. 
There’s a reason: In the last cam- 
paign in which 53,000 packages were 
sold at $18 a package, the bonus ac- 
cruing to the dealers through the mul- 
tiple sales efforts of Edison employees 
was split up among the dealers on the 
basis of their neighborhood location. 
In other words, an effort was made 
to split the money as much on an even 
basis among all dealers as was hu- 
manly possible. This may have been 
a good idea looked at purely as a 
humanitarian gesture. But it hardly 


provided that spirit of incentive, of 
profit or of competition that has been 
called the life of trade. Taking a leaf 
from that experience, Mr. Jeffe, de- 
sirous of seeing the dealers participate 
more actively and, if necessary, lick 
the stuffings out of his own employees, 
ruled that the bonus money ($3 on 
every employee sale) be distributed 
among participating dealers in exact 
proportion to the number and volume 
of packages they sold during the drive. 
The dealer doing a good job in this 
present campaign, therefore, stands to 
make a handsome commission and, in 
addition, receive a check at the expira- 
tion of the drive from the bonus 
money which ought to come in handy 
during the Christmas season. 

It might reasonably be asked—as the 
writer did when interviewing Mr. 
Jeffe—whether Consolidated Edison 
wasn’t running into a lot of customers 
who already owned either one or two 
of the appliances already and who 
thereby might be induced to withhold 
their $25. Either that or a lot of cus- 
tomers who had plunked down their 
$18 two years ago for the same type of 
appliances in the first “Bargain Pack- 
age” drive. The answer is that of 
course there are a lot of such cus- 
tomers but that they seem to be buying 
nevertheless. And here is opened up 
an interesting—almost revolutionary 
theory for the electrical appliance in- 
dustry to think about. Putting it on 
the line, the Jeffe philosophy is frankly 
borrowed from the automotive in- 
dustry. 

“We have been content in the past,” 
he said, “to sell an individual appli- 
ance, rub our hands in satisfaction, 
and then lose all interest in the trans- 
action. If the automobile people did 
that we’d be running around in a lot 
of old jalopies tied together with piano 
wire. Their selling is based on two 
things: continual improvement of the 
product to create customer dissatisfac- 
faction as soon as the car is sold; and 
the knowledge that once a customer 
has -bought a car he is not going to 
do without one in the future. 

“We know—or should know—that 
the same is virtually true of a number 
of appliances that have become part of 
our daily life. There are some gadgets 
which are sold purely on a luxury ap- 
peal and after a brief use may be re- 
tired to the shelf. From the utility 
standpoint those appliances are not 
doing any good. But their are others 
which have taken their place as more 
or less regulars in our daily life. 
Among these are first, the radio. That 
is the item in the package with the 
most appeal. We know that we have 
to have lamps and so the I. E. S. lamp 
brings a greater measure of lighting 
satisfaction once it is installed. The 
iron and the toaster are two other 
devices which receive almost continual 
use and, once worn out are replaced. 

“That’s where the bargain package 
idea fits in. We are not taking our 
replacement problem haphazardly. We 
are not waiting ’til the customer, tired 
of trying to get a new element to fit 
her iron buys a new one; or tired of 
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the poor reception on the antiquated 
radio, finally gets around to replacing 
it. We are making it possible for her 
to do the whole job at once. In many 
cases, the customer already owns one 
or two of the appliances. But she 
knows that they are not going to last 
long and that here is her opportunity 
to replace them at the least possible 
cost. 

“The life of most of these small 
appliances is about two years. That’s 
why this present campaign is timed 


two years after the first. The fact that - 


the packages are selling in quantities 
even we ourselves hardly dared hope 
for is ample evidence, to my mind, 
that we are on the right track. There’s 
one other element about this present 
campaign I would like to stress. It is 
in line with the automotive idea of im- 
proving the product. In the first cam- 
paign most of the appliances sold were 
non-automatic while the I.E.S. lamp 
was merely a one-way light. The 
present lamp is six-way. In other 
words, even if 53,000 customers 
bought the first package, there are 
plenty of them ready to turn in their 
old appliances against these new auto- 
matic devices at a slightly increased 
cost.” 

About 70 per cent of the bargain 
packages are being sold on a time 
payment basis, Mr. Jeffe indicated, 
and surprisingly enough, a good pro- 
portion of them are going into the 
Bronx where there are a larger ele- 
ment of minimum bill customers than 


in Manhattan, Brooklyn, Westchester, ° 


or Long Island. Brooklyn is leading 
the parade at the present writing. 
Salesmen are being hired by the deal- 
ers on a basis of $10 a week drawing 
account against their commission of 
$1 per package. In the agreement 
with the utility company, cooperating 
dealers are standardizing on an offer 
of three weeks minimum employment 
for salesmen on this basis. 

The argument about low mark-up 
which characterized the first of the 
Edison bargain package campaigns 
seems to have been pretty well washed 
up. Agreeing that the standard 40 per 
cent mark-up is being cut into, Mr. 
Jeffe pointed out that due to higher 
retail prices ordinarily prevailing on 
similar merchandise gave the dealer 
an opportunity to cut prices and give 
away his profit in trade-ins, etc. The 
net result was that dealers, most of 
whom have only a vague idea of what 
it costs them to do business were mak- 
ing little or no profit from the sale of 
small appliances. During the cam- 
paign, however, the dealer has no need 
to put out money for stock, has no 
delivery, billing, collecting or financ- 
ing expense and knows that when he 
collects his $4 commission on every 
package sold, plus his share of the 
bonus money accruing from employee 
sales, that it represents net profit. 

Throughout the entire period of the 
present campaign and even in ones to 
come it is to be Edison policy to stick 
to the “Jobs for Men” slogan that the 
Present effort is built around. These 
include some 1,500 estimated men 
hired by appliance factories to keep 
up with the demand for the bargain 
package merchandise; the 300 or more 
additional salesmen hired by dealers to 
sell the merchandise. 


TRADE DISCOUNTS 
ARE ATTRACTIVE 


and there’s plenty of money to be made 
with the new Mayflower Humidifier- 
Inhalator to offset summer sales on fans. 
Write today for complete details and 
sales helps. 


Why let the end of summer bring a slump in your sales, when 99% 
of the occupants of homes, apartments and offices in your com- 
munity will be suffering from the discomforts of dry, heated, indoor 
air? And you can do something about it... at a profit. 


All summer long, you sell electric fans because people are un- 
comfortable without a cooling breeze. 


You can sell the MAYFLOWER PORTABLE HUMIDIFIER-INHALATOR 


all fall and winter because people are uncomfortable without correct 
humidity! 


Dry, heated, indoor air causes that irritating, “stuffed-up” feeling... 
makes us feel “itchy”, restless and “dopey”. And, worst of all, dry 
air robs the membranes of the throat and nasal passages of vital 
moisture and predisposes us to attacks of colds, coughs and 
bronchial troubles. 


It does not “just happen” that respiratory diseases rise to a peak in 
mid-winter. Long weeks indoors—long weeks of living in and 
breathing parched air do insidious but certain damage. Correct 
humidity not only brings restful, refreshing comfort but is an im- 
portant safeguard of good health. 


A GROWING MARKET — These facts are being realized by more 

and more people every year. Medical and educational leaders have 

learned that proper humidity in winter months is as comforting and 

necessary to health and efficiency as cooling breezes in summer 
. and they are telling the masses. 


The new MAYFLOWER PORTABLE HUMIDIFIER-INHALATOR is 


needed in every home, apartment and office in your community. 
Find out about it today. 


MAYFLOWER-LEWIS CORPORATION 


PIONEERS IN AIR- EQUIPMENT 


SAINT PAUL 
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Bridge-Like Design 
Horton Kleen Zoning 
works on suspension 
bridge principle, Hor- 
ton agitator being sus- 
pended from top of ex- 
tra sturdy drive shaft. 


) 


Long Driving Square 
Super-long driving 
aquare. Positive action. 
Agitator held firmly in 
position to eliminate 
wobble. 


Easy-Lift Agitator 
No screws. After the 
washing, merely re- 
move agitator. Weight 
4% lb. Sediment, lint 
quickly washed away. 


No Under Bearings 
Cantilever suspension 
eliminates underwater 
bearing—the annoyin 
catch-all for lint po | 

ent. 


Sanitary Agitator 
Underside and interior 
of Horton agitator are 
mirror smooth. No 
grooves or crevices to 
collect dirt. 


Natural Drain Tub 
Below agitator, tub is 
slightty, raised. Resi- 
due here strains natur- 
ally to edges. Dash of 
water cleans tub. 


* 


NO WOMAN WANTS TO BE 
A WASHING MACHINE JANITOR 


Horton Gives You 6 Dramatic 
Sales-Closing Features 


ORTON Kleen Zoning ends muck in the 
washer interior. Agitator and tub are as 
easy to clean as the parlor mirror. Grooves, 
crevices, obstructions — all eliminated. No 
underwater bearings. A dash of water and the 
washer is whistle-clean. 


If you want to increase your sales to hard-to- 
please, hardworking housewives — here are 
your features. Dramatic proof of greater con- 
venience, spotless sanitation. The complete 
Horton line is built to sell women... every 
Horton washer has Kleen Zoning. 


Get the facts about Horton's big dealer profit 
plan. See your distributor, or write direct. It’s 
the washer-ironer plan you need to make mon- 
ey. Get complete information. No obligation. 


HORTON MANUFACTURING COMPANY 
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FORT WAYNE, INDIANA 


A Kitchen Planning Department Functions — 


placed also booklets on water heating, 
lighting, etc——in fact, anything on 
which further education of the pros- 
pect would be advisable. And at the 
end is not only an estimate of the 


|cost of the suggested alteration, but 
|an estimate of the probable operating 


cost, itemized by appliances. 

Not long ago when the small model 
homes which were a feature of the 
San Diego Exposition where shown 
on an outdoor tract in Los Angeles, 


CONTINUED FROM PAGE 10 


the Bureau was asked to install a 
model kitchen as part of the exhibit. 
This was done by erecting a small 
building in one corner of the tract 
and here presenting one of Mr. Poli- 
towski’s designs. It was figured that 
about 100,000 people viewed this ex- 
hibit—and all of them said that they 
wanted a kitchen just like it in their 
own homes. Which looks as though 
the kitchen planning department might 
be busy for some time to come. 


— And a Customer Builds a Kitchen 


cabinet work cost money, while the 
electric range was in reality no more 
expensive than an adequate gas range 
would have been. Mr. Grattan fig- 
ured that the extra curves to the 
breakfast nook added perhaps $15 
extra to the cost of the job, and the 
extra lighting about $10. Venetian 
blinds cost $5 more than ordinary 
shades would have done. But these 
items are minor when you are build- 
ing for permanence. Itemized costs 
by the architect are given below: 


COST OF KITCHEN—LEE J. 
GRATTAN HOUSE—LOS 


ANGELES 
Sanitas & decorating ....... $50.00 
3 flush lighting fixtures .... 21.75 
40.00 
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3 switches, 4 plugs, 3 lighting 
25.00 


Cabinet, including breakfast 

1/8 in. linoleum (rust color) 25.00 
Tile with chromium cap .... 56.00 
2 Venetian blinds ........... 9.00 
2.00 
.30 
Breakfast nook table ....... 12.00 

Total not including appli- 
$337.35 


In addition, the appliances, which in- 
cluded electric range, electric water 
heater with a 50-gal. tank and a 6 
cu.ft. electric refrigerator, added about 
another $500. The total cost, in other 
words, was under $850. And the 


resulting kitchen is one of which its 


owner is justifiably proud. 


Los Angeles Bureau Sponsors Test Kitchen 


OR some time the Los Angeles 

Bureau of Power and Light has 
operated a test laboratory which tests 
manufacturers’ ranges for mechanical 
efficiency before they are accepted as 
eligible for the free wiring al!owance 
on Bureau lines, and this service has 
come to be appreciated by public and 
manufacturer alike. 

But Bureau officials have felt that 
there was still another testing to which 
ranges should be submitted before full 
acceptance and this was a test which 
involved the behavior of the range in 
actual performance of its duties as a 
cooking agent. To accomplish this, a 
Test Kitchen has now been established. 
This is no demonstration kitchen in- 
tended for visitation by the public—it 
is a laboratory under which ranges 
are tested to see whether they come 
up to given requirements in cooking 
under rigid laboratory conditions. No 
announcement of its findings is re- 
ported to the public; no one is ad- 
mitted to watch its operation; no 
awards are made if the appliance is 
found acceptable. But if defects are 
found in operation under conditions 
equivalent to household use, these are 
reported to the manufacturer, who 
will undoubtedly welcome this type of 
report on the field operation of his 
wares and who will have an oppor- 
tunity to remedy defects. Should the 
appliance be considered unsatisfactory, 
it would not of course be included 
among those for which a free wiring 
allowance is made when sold by deal- 


ers in the Los Angeles territory. 

This is one object of the test kitchen, 
but equally important is the oppor- 
tunity it affords for the establishment 
of standards of range operation. It 
is the intention of the Bureau to de- 
velop a standard practice based upon 
laboratory study which may form the 
basis for the work among housewives 
which will be done by its home service 
representatives. Later it will become 
a source of information to pass out to 
the public, who will come to regard 
the Bureau as the proper authority to 
whom to turn when data is needed on 
the operation of any electrical appli- 
ance. At the present time such in- 
formation as is available has not been 
tested under rigid conditions, but as 
the work of the Test Kitchen devel- 
ops, more and more accurate knowl- 
edge will accumulate. 

The first work of the Kitchen, of 
course, has been the development of 
standard tests for electric ranges. 
These are not made public in detail, 
but involve satisfactory accomplish- 
ment through use of the range of 
specified tasks of baking, roasting, 
canning and similar diversified opera- 
tions. In general, the standard that 
has been set is somewhat higher than 
would be expected of a range using 
any other fuel. 

The Test Kitchen is located, with 
the mechanical testing department, at 
2100 S. Figueroa St. and is under the 
supervision of Mrs. Mary Schweitzer, 
assisted by home economists. 
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One Line 
56% 


200 dealers reported on the number of different lines 
of refrigerators they handled. Over half of them (56 
per cent) said they handled a single line. Three per 
cent declared that as many as six lines were represented. 


Dats thom 147 Dealers 


147 dealers supplied data on the ber of repl + 
sales in refrigerators the first six months of 1938 ac- 
counted for. New business still ranks highest—83.58 
per cent of sales coming from that lucrative source. 


Data frem Dealers 


137 dealers were willing to estimate what percentage 
of their refrigerator business in 1939 would involve 
replacements. The score went up from 16.42 per cent 
for the first six months of 1938 to 24.50 for '39. 


A graphic presentation of dealer practice in the 


refrigerator business 


Nearly half of 140 supplying information on the dis- 
position of electric refrigerator trade-ins reported that 
they were re-built and re-sold to consumers (42.43 per 


cent). Re-sold “as is" and “junked” followed about 
evenly. 


Junked 
24.0% 


About the same number of dealers who reported that 
refrigerator trade-ins were re-built and re-sold reported 
that they broke even on the transaction (46.78 per cent) 
35.09 per cent lose money and 18.13 per cent make 
money on the deal. 


Break Even 
46.78% 


Data from iT! dealers 


155 dealers were about evenly divided in their opinions 
as to why customers traded in the old box. Leading 
by slight margin was “mechanical trouble with the old 


refrigerator." Larger capacity came next—a hint to 
future sales. 
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Elmer Sander, lronrite 

ironer representative in the 

Missouri-Kansas Territory is 

making promotion history 

with this caravan, seen 

parked outside Schaab's, 
St. Louis... 


. .. Inside the caravan are different models of ironers which may be operated on the 
110-volt current-producer carried up front and which also runs the lighting and 
public address system . 


. « « The demonstration moves inside the store and those women who have expressed 
interest are given a chance to do an ironing themselves. 
used at picnics and other public gatherings . . 


. . « When ready for a dealer demonstration, the public address system summons 
the crowds; ironers are moved to the sidewalk and demonstrations get under way 


hat 


Elmer Sander’s demon- 
stration caravan draws 


crowds wherever it goes 


This promotion is also 


. Here is one of the sidewalk demonstrations under way. When the crowd of 
women prospects have evinced interest in the machine .. . 


. And here is Elmer Sander himself, the gentleman at the far right in the dark 
Ida Meyer, a factory demonstrator, is at the controls of the machine. 


then and there .. . 
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Soon comes bleak De- 
cember when men are 
bewildered mind read- 


ers and panic-stricken Christ- 
mas shoppers. 


Nothing is so mysteri- 
ous as a woman at gift- 
giving time. Hints, no 


matter how subtle, bring forth 
no help. 


Her mind says, “Be 
sensible’’, ““Let’s be 
practical”, ‘‘Don’t give 


me anything this Christmas, 
darling.” 


Her heart says, “Be 

sentimental, Romeo, I 

love it.’’ Thus is Christ- 
mas turned into a nightmare 
for all men. 


Men are puzzled, con- 

fused shoppers while we 

have the answer for 
them. But not enough men 
realize it. 


Not nearly enough men 

realize that all electrical 

appliances are practical 
Christmas gifts with a senti- 
mental side. 


Smart merchants every- 

where are already plan- 

ning for increased 
purchases of practical gifts 
this Christmas. 


Electrical gifts are easy 

to buy. No shades, no 

sizes, no personal tastes 
to worry and confuse men 
shoppers. 


So General Electric 

proposes to make it 

easy for men to give 
practical gifts with a touch of 
sentiment. 


PICK UP THE SLACK! WIND UP 1938 
IN A BLAZE OF SALES AND PROFITS! 


1938 
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GENERAL ELECTRIC 


UCN! 


\f Mar TIE-IN 
AND CASH-IN 


Plan for Christmas business with 
General Electric appliances. UP 
sales by displaying a full line of 
General Electric gifts. 

Display G-E advertised appliances 
as advertised. Identify your store as 
headquarters for gifts “for a practi- 
cal person with a sentimental side.” 


Hitch your star to the band wagon 
that promotes easy gift giving. Sell 
your customers that this is the year 
to give “the new ease of living.” 


Use local newspapers, spot broad- 
casts to convert ready-to-buy cus- 
tomers into your customers. Put 
G-E’s gift program to work for you. 


Make it easy for men to give prac- 
tical gifts, glorified with a touch of 
sentiment. Give electrical appli- 
ances Christmas wrappings. 


Take command of G-E’s national 
advertising. Put it to work hammer- 
ing away that your store is the spot 
for easy gift shopping. 


G-E means business. There’s busi- 
ness to be had—profits to be reaped 
for dealers who tie in with G-E’s 
greatest Christmas promotion. 


It’s better to sell the G-E line than 
to sell against it. So join hands for a 
practical and profitable Christmas 
with General Electric. 


DECEMBER DECEMBER 


DECEMBER 


ESQUIRE AMERICAN AMERICAN 
OUT NOV. II MAGAZINE HOME COLLIER'S a 
CIRCULATION OUT NOV. I5 OUT NOV. 20 BUT NOV. 25 
CIRCULATION CIRCULATION 
DECEMBER 1,152,000 CIRCULATION 


2,200,000 


GOooD 627,000 DECEMBER 3 


COUNTRY 
GENTLEMAN HOUSEKEEPING SATURDAY SATURDAY 
OUT NOV. I5 OUT NOV. 20 EVENING POST EVENING POST 
CIRCULATION OUT NOV. 22 OUT NOV. 29 
CIRCULATION 
CIRCULATION CIRCULATION 


645,000 
3,035,000 3,035,000 
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DECEMBER 10° 
COLLIER'S LIBERTY 
OUT DEC. 2 oe OUT DEC. 7 
CIRCULATION 
2,627,000 DECEMBER 
THIS WEEK AMERICAN 
OUT DEC. 4 a — 


OUT DEC. Il 
CIRCULATION 
5,415,000 
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NEW! SPECTACULAR! 


CONVINCING! 


Ny advantage of this 
Stimulating Sales Drive 


Twelve smashing single and double 
page spreads in ten leading publica- 
tions concentrated during the peak 
of the gift buying season. 

Forceful, startlingly simple, con- 
vincing promotions of G-E appli- 
ances as GIFTS “For a Practical 
Person with a Sentimental Side.” 

G-E merchandise combines new 
features and new styles in popular 
priced gifts that will give years of 
freedom and happiness. 

G-E merchandise is attractively 
presented in full color advertise- 
ments; the next best thing to the dis- 
play of the merchandise itself. 

Frem November 11th on, this un- 
equalled series of sales-making ad- 
vertisements will hammer, hammer, 
hammer on making it smart to be 
practical. 

One G-E appliance helps to sell 
another. Let’s sell additional G-E 
appliances to every present user. 

G-E’s enthusiastic, convincing ad- 
vertising will urge customers to 
visit your store. Command this 
power. Put it to work for you. 

More than 150 electrical servants 
—that are easy to sell, easy to own— 
are offered and guaranteed by the 
world’s largest electrical manufac- 
turer, General Electric. 


GENERAL ELECTRIC 
Room 1208, 570 Lexington Ave. 
New York City 


Yes sir! I want a share in G-E’s courageous drive 
to take the sag out of 1938’s sales curve. Put me 
down for all promotional help. 


PAGE 45 


ra 
4 give HER AN 0 
— {ay Duncan & 
ges shown here? Biectric payment oo — y y 
gifts that mean someting find ther stores delightful and git cant 
7 
~ 
DAY 
POST 
v.29 
000 
; 
‘ore, 


The salesman who has friends all around him, 
multiplies his own efforts in lining up prospects. 


smack into my grey-haired friend 

Cy Phillips of Missouri right on 
the main stem of Missouli, Montana, 
talking to a lady while a lot of us 
were waiting for traffic signals to cross 
the street. They are tough that way 
up there. 

“What are you doing up here, you 
old buzzard, running out on your ap- 
pliance selling and why don’t you let 
me meet the missus ?” 

“Jerry, you weather beaten rascal, I 
came up here to catch some bull trout 
in the Flathead country but danged if 
I can get away from corralling 
prospects. This town’s lousy with ’em. 
Came in last week and picked up three 
hot refrigerator prospects right on the 
street and again today, hardly noon 
yet, I’ve got two more. I’m ambling 
over to an appliance dealer here to 
see if I can join up with him long 


[esis my surprise when I ran 


enough to get their names on the 
dotted line. It'll pay my expenses out 
here. That gal ain’t my wife, she’s a 


sure-fire sale for an electric range.” 
“You're still the wizard of appliance 
Cripes, I wish I had the 


selling, Cy. 
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Pyramid your sales efforts through 


lead-getters; 


raised by prospect; “and bring the 
right proof to back up your claims 


By GERALD E. STEDMAN 


overcome objections 


the Salesman must 


stuff you have. How many units have 
you sold so far this year?” 

“It reckoned up 218 when I left, 
better’n one a day, Jerry, but that’s 
because I’m still hanging to my old 
principle of pyramiding. You see, I’m 
about 30 per cent ahead of last year 
because I have about 38 per cent more 
folks working for me. Counted the 
list just before packing to come away 
and I’ve now got 53 bird dogs; some 
friends, delivery boys, a factory fore- 
man; a whole lot of ’em customers. 
[ mean 53 real sales scouts who dig 
up the leads that son and I go around 
closing. The boy is getting good, too. 
He’s knocked off 64 sales so far this 
year. I’m going to try to beat him 
while I’m on this vacation.” 

We'd waited out two traffic passes 
chinning and were both impatient to 
get along. “Cy, it’s irritating to have 
to wait this way; foolish traffic rule, 
isn’t it?” 


The more proof the 
salesman brings to bear, 
the sooner objections 
are overcome and the 
sale closed. 


The salesman who ignores the prospect's objections will lose out; the 
salesman who gives her a chance to blow off steam is nearer closing. 


“Now, Jerry, from an appliance 
salesman’s angle it’s a honey. All he 
has to do is to walk up and down, 
wait for the traffic signal to hold up 
pedestrians, spot himself a motherly 
type and ask her if she owns a 
refrigerator or range. Gives him a 
chance to talk to her pleasant and 
quick. Then the signal changes and 
she wants to get across, so she invites 
him to her home for a further confab. 
Why, this is the greatest scheme to 
arrange interviews quickly, if you 
make your words interesting while 
she’s waiting to cross, that can be 
found.” 

As Cy shuffled up the street to hook 
up for a day with an appliance dealer 
in that far away town, I marvelled at 
his selling genius. He has just four 
rules and he hasn’t changed them for 
years. 

(1) Pleasantly ask anyone, any- 


where and at anytime whether they 
own the comfort, convenience and 
leisure of electrical appliances. He 
has a deep-rooted conviction, a reli- 
gion with him, that nothing contributes 
more living joy, and that it is his duty 
to spread the good news on street 
corners, door steps, social affairs or 
whatnot. Someone told me that Cy 
once sold a fellow pall-bearer a washer 
as they were driving to the cemetery. 

(2) Realize that friends really en- 
joy doing a favor for you, if they 
know you are straight-forward and 
sincere. So pyramid your selling serv- 
ice by enlisting as large a group as 
possible to help you uncover leads. 
Cy, for example, will sell about as 
much merchandise while he is away 
on vacation as he would, were he at 
home. 

(3) Tell a persuasive story that 

(Please turn to page 48) 
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BALL BEARING MOTOR-— powerful suction for 
thorough dusting. 


EFFICIENT —7 simple attachments do every dusting job 
LIGHT WEIGHT-—less than 7 lbs., easy to handle 
COMPACT -~— stores away easily in drawer or closet corner 
CLEANS upholstered furniture, draperies, car interiors 


DUSTS hare floors, baseboards, stairs, unde furniture, 
lamp shades, shelves, drawers —even empties ash trays 


@ To back up this outstanding new cleaner... fo tell its amazing story 
of value and performance to women from coast to coast... Premier is 
now running a hard-hitting sales-making advertising campaign that will 
produce a rich profit harvest for you. The magazines— Life, Good House- 
keeping, Ladies Home Journal, McCall’s and Woman’s Home Companion, 
reach 20 million able-to-buy families—two out of every three in your own 2 


LIFE 
GOOD HOUSEREEPING 


her they community. And the advertisements themselves—interesting moving, 
oon al L ADIES’ HOME JO URN AL sales-compelling — will send people into your store to see, try and buy! 
es, He In addition to the magazine campaign which runs 
a réli- ’ from September to December, Premier also offers you 
ntributes M C C A L L S advertising mats for your own use plus a forceful array 

his duty of sales promotion material that will make customers 

out of prospects! 

m street WOMAN S HOME 
fairs pe Get behind this cleaner! It will pay you—in a big way! 

ao ae COMPANION Now ... more than ever... PREMIER VAC-KIT 

tha . .. is your key to new profits! 
a was 
emetery. An ideal companion for the famous Premier 
“Vibra-Sweep Double Brush Vacuum Cleaner ) 

which first ‘Kicks up” and then whisks deep- 

1 4 down, embedded dirt out of carpets and rugs. 
ard and 
ing serv- 
proup as PREMIER DIVISION 
er leads. Electric Vacuum Cleaner Co., Inc. 
about as 1734 Ivanhoe Road « Cleveland, O. 

is away Rush complete information on Premier Vac-Kit to 
‘re he at 
) PREMIER DIVISION « Electric Vacuum Cleaner Co., inc. « Cleveland, Ohio 
DISING 
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CAN FIT 


OU don’t miss any sales when you 
handle Goodyear Replacement 

V Belts—because there’s a Goodyear 
V Belt specially designed for every 
type and model of power driven ap- 
pliance. Goodyear gives you the right 
belt for every customer —a tight-grip- 
ping, quiet-running, practically 
stretchless belt that wins good will and 
repeat sales for you. Ask your job- 
ber about Goodyear’s money-making 
deal that includes a handsome wall- 
display rack and Handy Application 
Guide with an assortment of popular 
sizes. Or write to Goodyear, Akron, 
Ohio, or Los Angeles, California. 


OUR. CUSTOMERS KNOW THE GOODYEAR 


NAME STANDS FOR HIGHEST QUALITY 
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Three Things The Salesman Must Learn 


dramatizes the value of ownership to 
the prospect from the angle of her own 
family benefits in such manner as to 
eliminate all objections that arise from 
faulty understanding or lack of ap- 
preciation; thus leaving only those 
objections to handle that arise from a 
sincere but concealed purchasing 
desire. 

(4) Provide convincing proof of a 
local nature that can be quickly sub- 
stantiated, or that is intimate to the 
neighborhood on every selling point. 

Those are good rules for all of us 
to follow. The great danger in ap- 
pliance selling is that we tend to want 
to make our techniques too new or too 
complicated. We neglect to realize 
that the newest thing is usually the 
thing so old that it has become for- 
gotten. Likewise, although a Gold- 
berg cartoon may be interesting, it is 
always comical for it won’t ever run 
because it is too complicated. If you 
want to get names on the dotted line, 
shy away from the new and com- 
plicated. 

Down in Ohio, Frank Streicher has 
learned the value of pyramiding his 
selling effort. Foreman in a large 
factory, he has sold 90 of his co- 
workers in the plant and they are all 
drumming hard for him. He spent 
his evenings closing on leads and 
appointments they made for him. By 
thus enlarging himself, he has now 
evolved a highly profitable appliance 
business of his own. 

Fred Howarth of South Carolina 
pyramids for another reason. “Funny”, 
says he, “that a stranger takes what 
I say about the product or myself 
with a grain of salt, but let some 
friend of his talk about me and I 
have an open door for a successful 
sales talk.” So Fred keeps about 30 
acquaintances on list that he can count 
on to talk to at least one prospect 
each week and set the stage for him. 
He gets results with a minimum of 
lost motion in aimlessly running 
around, 

Hal Curry of California has even 
developed a technique to enlist such 
help among satisfied users. He starts 
when they are prospects by sending 
them, not too frequently, a lovely 
bouquet of uncommon flowers from 
his garden, he being a bug on that 
sort of thing. He follows up with a 
call saying he hoped they liked the 
flowers, leads into a sales talk. Soon 
after purchase comes another bouquet. 
In a month or so, after enough use 
has established satisfaction with the 
appliance, he calls back and asks them 
to do him the favor of bird-dogging 
prospects for him. The psychology, 
as he explains it, is that they are 
genuinely eager to return the favors 
he has rendered them and many speak 
of giving him a bouquet of prospects. 
So there are many ways to enlarge 
one’s selling effort—an old selling 
method that never fails to work. Be 
sure you pyramid for greater earn- 
ings. 

Too many salesmen still handle 
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objections in a poor and ungracious 
manner. They use football tactics and 
always try to “block that kick”. It is 
human nature for the prospect to kick 
about something, just in self defense. 
Otherwise she would believe herself an 
easy mark. There is a certain amount 
of blowing-off that makes a purchase 
more interesting to her. If she de- 
velops a head of steam, let her whistle. 
Nothing is so harmless as an expressed 
objection. The surest way to deflate 
a resistance is to permit an objection 
to be voiced. Don’t ever attempt to 
block that kick. 

Objections are the weeds of the 
sales field. You can’t get rid of them 
by ignoring them for pretty soon there 
will be so many weeds that flowering 
sales can’t grow. You can’t just half 
break them off; you’ve got to uproot 
them or they will bob up again. You 
can’t let them grow too far or you 
won’t be able. to thresh out a harvest 
of sales grain that is fit to sell. 

There are all sorts of objections, 
some of which are blessings in dis- 
guise, because they show a submerged 
but keen buying desire which the 
prospect is desperately trying to offset 
by trumped up excuses. She wants to 
act so certainly, that she tries to build 
up some artificial barrier that will 
hold her back. It is her way of prov- 
ing to herself that the decision is a 
wise one, and she wants to be sure. 
Were there no objections of such na- 
ture, none of we salesmen would have 
a job. Buying would happen as easily 
as falling off a log. So let’s thank 
God for objections—genuine ones. 

Some immature salesmen such as 
B P. of Cleveland, 
who has now taken up a little shovel 
leaning with W.P.A., failed because 
he would never permit a prospect to 
voice an objection and got gloriously 
argumentative when she did. He'd 
drop an entire sales talk to win an 
argument on a minor point. He’d hold 
a woman back from expressing a doubt 
until she would explode him out of 
the house. He knew all the answers 
and made her feel dumb. Guess his 
complex originated because he never 
had been able to get a word in edge- 
wise with his wife, so he was taking 
it out on everyone else. He neglected 
to realize that repression of a doubt 
inflates its importance, while to give 
the prospect the ability to express 
herself, deflates the objection. 

Some objections arise from faulty 
understanding. A salesman some- 
times doesn’t know clearly enough 
what he is talking about or, if so, 
hasn’t practised a crystal-clear method 
of explaining it. Thus, the prospect 
asks questions. 

Other objections arise because 2 
woman wants something more than the 
thing he is selling her and doesn’t 
feel she can afford both. He ought to 
anticipate this, particularly now when 
the household is so out-of-stock on s0 
many other things, and there is more 
competition for the consumer’s dollar. 
His sales talk must make the appliance 
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he is selling seem more valuable to 
her than anything else she might wish 
for, and he must provide an easy buy- 
ing method that will make its purchase 
as painless as possible; either by prov- 
ing it self-financing or capable of pro- 
curement on attractive installment 
terms. If you doubt that we must 
give more emphasis upon installment 
selling in our sales talks, take a look 
at the recent report of the National 
Resources Committee which indicates 
that 93.06 per cent of the 29,400,300 
families, and 10,058,000 individuals of 
this country earn $3,000 or less per 
year. 

Finally, there are two objections 
which show concealed desire that al- 
ways melt away under the dramatic 
persuasiveness of a sales story that 
tantalizes the prospect to an increas- 
ing crescendo of realization as to the 
benefits to her of the buying action. 
Don’t worry about such as these. They 
unravel themselves with a little re- 
statement of selling points, and a focus 
upon the single dominant thing that 
has been disclosed as most intriguing 
from the angle of her ownership and 
her use and her pride and her joy. 

Build your sales talk to eliminate 
objections. Clearly, factfully, sincerely 
state the advantages from the view- 
point of the prospect. Don’t incor- 
porate any “please help me out angle”. 
Never get caught in a spot where you 
cannot fully and convincingly explain 
a question about the product; for if 
the prospect is led to believe you unin- 
fo.med in one thing, she will doubt 
everything you say. Don’t let her 
hamstring you into irrelevant by- 
naths—restate her objection in her 
own words to show her you aren’t 
afraid of it, answer it swiftly, get an 
agreement and pass on to a new talk- 
ing point. 

Some objections are caused not by 
what you say but how you say it. 
If your eyes shift, your voice mono- 
tones, your expression lacks convic- 
tion, the prospect doubts you and what 
you say, That gives the product you 
sell a black eye and spoils the sale 
for you and for others who might 
attempt to resurrect it. Make what 
you say come from the heart. Put 
into your tones those qualities that 
make the prospect feel you are living 
and meaning everything you say. Then 
objections will become easy to handle. 

Finally, what are you doing to pro- 
vide proof of each sales point to every 
Prospect you contact? Evidently, 
much as this essential has been em- 
phasized, not a halluvalot! I have 
reports from 512 star salesmen before 
me on that very point and 72 per cent 
of them carry no localized sales proof 
of any kind. Smart guys, expecting 
the prospect to take their own word 
for every statement. In spite of it, 
they sell. But what a greater record 
could be made if they would take the 
time to muster the evidence that would 
make their story airtight from the 
standpoint of evidence. Another 18 
Per cent had some spattering of proof, 
but not organized to corroborate each 
point made. Only 10 per cent are 
really going to town on the most vital 
of all elements of an effective sales 
talk. 

_, What you say is fine, but prove 
"That, says Cy Phillips, is in 


every prospect’s mind. And he does. 
Why he’d rather go out on a sales 
call with his pants off than to leave 
his proof-kit behind because, as he 
explains it, “they’d catch me with my 
pants down anyway.” 

Proof should be authoritative and 
believable. Outside authorities are 
less believable, perhaps, than local 
testimony that can be referred to. It 
is well to develop proof that has 
neighborhood reference. And it is 
easy todo. If you are selling a worth- 
while appliance, it has built satisfac- 
tion in the minds of its users. For, 
that after all is what we are selling. 
The user feels benefited and is happy 
so to declare herself in writing, by 
telephone or upon personal call. And 
that is the best form of proof because 
it is first hand. 

So get yourself a collection of letters 
by satisfied users of the appliance be- 
ing sold; a set of letters whose frame- 
work is suggested by you so that each 
will give evidence as to the merit of 
some special feature or claim. Get 
enough of these so that each sales 
point is backed up. Tell the prospect 
that you can exhibit neighborhood evi- 
dence to substantiate each point made 
and that you will be glad to show her 
any or all letters you have. 

Further, carry a full list of satisfied 
customers with addresses and _ tele- 
phone numbers so the prospect can get 
in touch with them direct if she cares to. 

From another angle, talk to the 
neighborhood mechanic or any local 
authority and get statements from 
them as to the mechanical and per- 
formance values inherent in what you 
are selling. 

That’s about all the proof you need. 
It will double your sales closures .... 
but, surprising, less than 10 per cent 
of we applicance salesmen have any 
such sort of proof in organized forms 
in our kit. 

Pyramiding. Ability to offset ob- 
jections. Proof of each point. These 
are three time-tested, simple ways to 
go to town in a big way this fall. 
Don’t neglect, either, the technique 
of Cy Phillips to talk to anyone you 
meet—anywhere, anytime ! 


Domestic Cold Storage 
for the Farm 


‘ 4 FARMER of Hillsborough, Ore- 

gon, who had found the value of 
cold storage lockers in a regular cold 
storage plant as a means of preserving 
food, has added a cold storage unit 
to his own refrigerator. The appliance 
is really two refrigerators in one, half 
the cabinet being the same as a regular 
domestic refrigerator. The other freez- 
ing compartment, however, is kept at 
a temperature of from 6 to 10 deg., 
so that meats, berries and vegetables 
can be frozen and kept indefinitely 
for future use. The total storage 
capacity of the box is 25 cu. ft. and 
it is operated by a 4-hp. motor and 
compressor. Consumption of elec- 
tricity during the hottest months runs 
around 70 to 80 kw.-hr. The device 
has proved a most practicable con- 
venience as an adjunct to a farm 
house. 
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“y+ 
FOR THE BEST COFFEE 
YOU'VE EVER TASTED” 


New KitchenAid Household Coffee 
Mill Retails for $9.75* in U. S. A. 


The NEWEST low-priced, popular 
appliance — with which YOU can 
capitalize on the great public 
interest in coffee FRESHNESS! 
Millions of people will be seeing 
this Mill featured in the October 
24th issue of “LIFE” Magazine. 
With these Mills on display, you 
can readily demonstrate that grind- 
ing coffee “as you make it” puts all 
the fresh, full flavor in the cup. 
Coffee-lovers are ready to buy 
these Mills on sight. Telephone 
your local HOBART Office or use 
the order form below. 


KITCHENAID DIVISION 


THE HOBART MFG. CO. 
TROY, OHIO 


SEND IN YOUR ORDER! 


The Hobart Manufacturing Co., 1610 Penn 
i i id Coffee Mills @ $9.75.* (Less 35% 
(0 Please ship ....-+--- KitchenAid Co 


A i 
Discount on lots of 3—40% on six or m slightly higher in Canada. 


U. S., on order for 12 or more.) *Prices 


_ KITCHENAID PAYS YOU 
ATTRACTIVE PROFITS 


Here’s a unit of sale ($49.50 retail*) 
that means substantial returns to 
appliance merchandisers. As a 
major small appliance, KitchenAid 
is actually noncompetitive. It is 
widely accepted as the standard of 
household food-preparing equip- 
ment. It is not an ordinary mixer. 
There are thousands of enthusiastic 
owners—of all income levels. 
KitchenAid is not a “luxury.” 
Write for details of new, profit- 
able, dealer merchan- 
dising plan. 


Ave., Troy, Ohio 


() Send further details of dealer proposition on KitchenAid Line. 


NAME. 


ADDRESS___— 


CITY AND STATE 
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C. P. Phillips of Houston Te 
who helped “break” the 
Solid South 


OUTHERN women have a tra- 
dition of being petted and 


pampered. They are never sup- 
posed to raise a lily white hand when 
a colored girl is handy. Twenty 
years ago, if you suggested to one that 
she do her own washing, all you would 
have gotten would have been a raised 
eyebrow and the query, “What, suh? 
Nigger work?” 
All this leads into the subject of 


home laundries in the south. It 
leads into that highbrow theory 


sprung by that Yale professor, Wil- 
liam Graham Sumner. It was he who 
pointed out that a civilization could 
change its mind about what was good 
or bad. For example, in 1920 a girl 
who used lipstick was a painted hussy. 
Today even grandmother is adept at 
slapping on eye shadow. Ten years 
ago if you went down to the beach 
naked to the waist, out you went on 
your fanny. Today, it’s all O.K. 

In her hours of ease the Southern 
Woman has spent a lot of time read- 
ing women’s magazines. Pictures of 
perfectly scrumptious kitchens have 
floated before her eyes, with the mis- 
tress of the house preparing zesty 
dishes. Snow white laundries have 
been portrayed, with no less than the 
madam deftly folding her linens as 
she ran an ironing machine. For over 
a decade such ideas in women’s maga- 
zines have showered down on South- 
ern womanhood, like so many rose 
petals, each bearing the germ of a 
new kind of living. 
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and laundries 


For ten years women's magazines 
have been showing appealing kitchens 


Once proud homes have come to realize that 
it is stylish to do one's laundry and cooking 


Southern Women SWINE 
HOME LAUNDRIES 


Once more the press molds public opinion 
to new attitude toward this home duty 


Came the dawn of the 1929-32 de- 
pression, and the already low southern 
income received a mighty wallop. 
Dixie women were stirred to action 
on ideas that had been fermenting. 


“It’s an ill wind that blows nobody 
any good,” comments C. P. Phillips of 
the Houston-Maytag Co., “that de- 
pression certainly sold southern 
women on the belief that it was high 


UP, UP, UP GO SOUTHERN 
STATE SALES OF WASHING MACHINES 


1932 1933 1934 1935 1936 1937 
North Carolina... . 895 988 3,717 7,201 11,133 12,454 
South Carolina... . 261 263 1,681 1,175 1,774 3,243 
Tennessee ........ 1,983 3,441 8,398 12,496 16,141 17,992 
Mississippi ....... 98 273 1,299 406 1,539 2,355 
323 213 3,091 3,721 7,803 8,372 
Georgia ......... 839 1,009 3,092 3,792 6,912 7,507 
eer 1,495 357 5,274 4,809 7,001 7,146 
re 919 1,150 3,536 3,749 5,755 5,563 
Oklahoma ....... 6,437 7,249 19,303 21,147 22,819 21,339 
3,137 378 5,784 7,123 10,493 12,588 
8,768 10,571 30,547 32,416 29,073 36,404 
Total for South... 25,155 25,892 85,722 98,035 130,553 134,979 
TOTAL UNIT 
SALES FOR EN- 
TIRE COUNTRY. 602,046 1,030,065 1,240,284 1,228,774 1,528,585 1,642,019 


Miss Irene Rose of Ada, Okla., ex- 
plains how a washateria operates 


time for them to do their own laundry 
work, 

“Leaning over a washboard might be 
negro work, but turning out laundry 
in a slick new washer was stylish 
And so, the South as a market for 
washing machines was broken. It 
couldn’t have happened without years 
of propaganda by the magazines.” 

The town of Houston has from 15 
to 20 per cent saturation on washing 
machines, according to Mr. Phillips. 
Of those who do not own washing 

(Please turn to page 68) 
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Arvins sell fast because their efficient 
circulating heat meets so many needs, at 
low cost. They warm the air completely 
—drawing in cold air, heating and circu- 
lating it at the rate of 45 cubic feet per 
minute. These auxiliary heaters are ideal 
wherever extra or temporary heat is de- 
sired—for small rooms, offices, stores, 
ticket booths, trailers, hospital rooms 
and many other places. 


Arvins sell in volume because wide- 
spread electrification has expanded the 
market. Owners of rural homes and city 
homes, camp cottages and trailers are all 


MODEL } 
Size9 4", 5” 


OO STA 


base, 11” high 


MODE 


Size 19” 


200 DELUXE 


5 34” base, 13° high 


1938 


MODEL 50 JUNIOR $495 List 


Size: 
714" high, 734" wide, 1014” 


THREE ATTRACTIVE HEATERS $495 
PRICED TO SELL AS LOW AS Fi: 


Denver and 
deep West $5.95 


$5. 
Denver 


good prospects. Everyone likes the com-. 
fortable warmth Arvins provide — for 
baby’s bath, shaving, dressing, drying hair 
and numerous other personal uses. You'll 
earn good profits selling Arvins this fall 
and winter. Order now from your jobber. 


All Arvin heaters operate on 50 to 60 
cycles, 110 to 125 volt. Induction type 
motors, fans and heating units are fully en- 
closed, making the heaters perfectly safe. 
Rugged steel cabinets in green enamel 
morocco finish. No radio interference. 
Rubber feet and carrying handles. 


NOBLITT-SPARKS INDUSTRIES, Inc., Columbus, Ind. 
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Washer motor with: 
“Lifetime” lubrication 
Rubber mounting 
Mounting interchange- 
ability 


Berore this young housewife buys, she wants to make sure 
that she will get her money’s worth. It isn’t like buying a dress— | 
she can’t judge the quality by feeling of the tub, the wringer; or ( 
the motor. She judges the unit and its parts by trade-marks—by ; 
the reputation of the manufacturers. 


The G-E monogram on the motor is one such symbol. It is evi- 
dence to prospects that the electric equipment is of high quality 
—an added indication that the whole unit is dependable. The 
excellent performance of G-E motors is well known, and impar- 
tial surveys indicate a decided preference for them. Let G-E 
motors help you—it’s easy to sell what people want. 


Later. the young housewife goes out to buy 
an ironer for her home laundry. She will come 
back to your store if you sold her a washer 
that always does the weekly washing without 
trouble. It’s human nature to buy where you 
have been treated right. 


G-E motors have always been built to meet the performance 
standards of the appliances of which they are a part and are 
constantly being improved to meet new requirements as these 
requirements occur. You can feel confident that a G-E motor 
will do its part to make satisfied users —whose good will helps you 
make sales and who return to buy other appli- 
ances. General Electric, Schenectady, N. Y. 


G-E MOTORS ARE BUILT TO LAST ‘ 

Service-free Rotor—has a one-piece cast-aluminum winding; has no riveted or soldered joints. Will operate om 
indefinitely without servicing. ' died 
Gystedtes Stator—treated with a rust-resisting compound. Windings are resistant to moisture, oil, and mild acids and tion, 

alkalis. mont! 
Long-lived Bearings—positive oil circulation keeps clean oil on bearing surfaces. Washer motors are ‘‘lifetime’’ and 
lubricated —have sufficient factory lubricant to last the life of the washer upon which they are originally mounted. — 

Mr 
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Range Consultant 


For many years and for many peo- 
ple in the utility and distributing 
fields the name Pierre Miles has been 
synonymous with the electric range. 
After a long association with the 
Hotpoint range and a more recent 
association with the Kelvinator range, 
he has opened his own office at 20 
N. Wacker Drive, Chicago, where he 
is available to manufacturers for con- 
sultation, planning, supervision on 
electric range problems. 


GARDNER HOWLAND 
DIES AT 42 


CHICAGO — Gardner S. Howland, 
manager of the merchandise sales depart- 
ment of Commonwealth Edison Company, 
died Sept. 30 from a strepticoccus infec- 
tion, following an illness of several 
months, Mr. Howland was 42 years old 
and is survived by his widow and four 
children. 

Mr. Howland was well known in the 
electrical industry and practically his en- 
tire business career was spent with the 
Commonwealth Edison Company. Start- 
ing in the contract department in 1914 

later transferred to the stores depart- 
ment and in 1919 was appointed manager 

one of the company’s neighborhood 
Electric Shops. He ame assistant 
Manager of Electric Shops in 1926 and 
Manager of merchandise sales in 1935. 


G-E LAUNCHES BIG DRIVE 


FOR CHRISTMAS APPLIANCE SALES 


Campaign To Be Directed to Senti- 
mental Person With Practical Side 


NEW YORK—Planned jor the “senti- | American, Good Housekeeping, American 
_ Home, Saturday Evening Post, Colliers, 


mental person with a practical side,” 
what is heralded as the greatest holiday 
drive for electrical appliance sales in 
General Electric’s history was officially 
launched on September 26, as district sales 
offices and distributor organizations at 
more than a hundred points throughout 
the country were tied into a telephone 
network to hear G-E officials describe the 
campaign. 

Warned by telegrams which preceded 
the telephone hook-up, the various sales 
units assembled at loudspeakers to hear 
Charles E. Wilson, executive vice presi- 
dent; Ralph J. Cordiner, manager of the 
appliance and merchandise department ; 
Carl Snyder, appliance sales manager; 
and C. H. Lang, advertising manager, 
fire the opening gun. On the same day 
broadsides carrying further details were 
mailed to distributor principals, and ac- 
cording to the schedule laid down the 
latter were to proceed immediately with 
dealer meetings in their territory. 

On the sentimental side, General Elec- 
tric is going to whisper into more than 
33 million predominantly male ears its 
formula for satisfactory Christmas giving 
—a flower for sentiment and an electrical 
appliance for practical satisfaction. The 
whispering will be achieved through four- 
color spreads—single and double pages— 
in ten national magazines, and will be 
preceded by an extensive trade magazine 
campaign directed at dealers. The na- 
tional magazine schedule, beginning No- 
vember 11 in Esquire, also includes the 
following magazines: Country Gentlemen, 


| This 


| “For A Sentimental 


Week, Liberty, and American 
Weekly. Continuing the sentimental fig- 
ure, it is estimated that there will be 15 
impressions “every beat of your heart.” 
There will be a total consumer circula- 
tion of 33,524,000. The products which 
will be featured particularly in the Christ- 
mas tie-up include refrigerators, ranges, 
electric sinks, radios, washers, ironers, 
vacuum cleaners, electric blankets, clocks, 
sunlamps, toasters, irons, mixers, waffle 
irons, and coffee makers. The appliances 
will be featured in color, and will be 
shown in dealers’ stores, with copy and 
art work hammering home the theme, 
Person With A 
Practical Side.’ There is nothing senti- 
mental about the merchandising angle of 
the drive, however, and the trade adver- 
tising, with the slogan that “General 
Electric Means Business” drives home 
the fact that a doubtful year can be 
wound up in a blaze of sales and profits. 
Special broadsides and literature have 
been prepared for department store par- 
ticipation. 

Special displays, recommendations for 
local newspaper advertising by dealers, 
and jumbo tags bearing the theme line 
are some of the features of the campaign, 
with special emphasis on packaging and 
presentation. Since the products range 


from an electric clock or iron to a com- 
plete G-E kitchen, General Electric Con- 
tracts Corporation is cooperating with 
special financing plans to assist dealers 
in making displays and clinching sales. 


One hundred district sales offices and distributors throughout the country 
heard a nation-wide telephone hook-up recently when C. E. Wilson, Gen- 
eral Electric executive vice president, fired the opening gun on a big 
appliance sales drive for the Christmas season. Behind Mr. Wilson are 
Carl Snyder, appliance sales manager; Chester H. Lang, advertising man- 
ager; and Ralph Cordiner, manager of the appliance and merchandise 


department. 
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THE ROCKY MOUNTAIN 
LEAGUE LIGHTS UP 


DENVER, COLO—A_ $50,000 pro- 
motional lighting program has been out- 
lined by the Rocky Mountain Electrical 
League for the fall months, which in- 
cludes planstfor the sale of 20,000 I.E.S. 
lamps, plus an educational drive which 
will tell the lighting story to industry, 
business, the school, the optician and 
the home. Radio programs, newspaper 
advertising and publicity, posters and 
billboard advertising, store and window 
display are all part of the program. 
I.E.S. lamps have been included in the 
list of items being promoted through the 
activity of the Colorado Housewives 
Buying Campaign, now operating in 
Boulder, Sterling, Grand Junction and 
Denver. Women’s organizations partici- 
pating in this campaign are given credit 
for I.E.S. tags submitted and _ special 
credit is given for evidence of lighting 
demonstrations in the home. Programs 
before Parent-Teacher organizations, 
service clubs and school authorities are 
being arranged for. A prize essay con- 
test for children and adults, involving the 
placing of lamps, fixtures and outlets 
in their correct position in an illustrated 
home, plus a 50-word essay on light con- 
ditioning is planned. Prizes aggregating 
$300 are to be offered. Names of con- 
testants will later be furnished R.M.E.L. 
members in the community where the 
blank originated. Window display con- 
tests are being arranged locally. Member 
companies are urged to donate I.E.S. 
lamps as prizes to church, club and 
fraternal organization events during this 
activity, accompanying each gift with a 
written explanation of the lamp and its 
advantages. Lapel buttons entitled “Ask 
Me About Light Conditioning” are to 
be used by all lighting salesmen and em- 
ployees taking part in the sales drive. 
The Electric Institute of the Public 
Service Company of Colorado in Denver 
will carry on special lighting programs 
and will also make its facilities available 
for use by all other R.M.E.L. members 
participating in the lighting program. 
The drive started on September 1 and 
will end with the year, on December 31. 


ASHVE to Meet in Cleveland 


NEW YORK—Official announcement 
has been made by E. H. Gurney of Tor- 
onto, President of the American Society 
of Heating and Ventilating Engineers, of 
the selection of Cleveland, Ohio, for the 
1940: annual meeting of the society to be 
held in conjunction with the Sixth Inter- 
national Heating and Ventilating Ex- 
position. 

The meeting will be held January 22 
to 26. It will be the Society’s 46th 
annual meeting. During the same week, 
in Cleveland, the annual meeting of the 
Ainerican Society of Refrigerating Engi- 
neers and the mid-winter meeting of the 
National Warm Air Heating and Air 
Association will also be 
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BENDIX LAUNDRY TEAMS 
LEAVE FOR FIELD 


SOUTH BEND, IND.—Launching an 
aggressive sales training and advertising 
campaign, three teams of Bendix Home 
Appliances, Inc., left South Bend re- 
cently to cover more than 20,000 miles 
making fifty retail sales and dealer meet- 
ings. The teams will be headed by 
Judson S. Sayre, vice-president in charge 
of sales, whose team will make the At- 
lantic states; Vernon Calkins, assistant 
sales manager, whose team will cover 
the Mid-west and South, and Wm. H. 
Leininger, advertising manager, with a 
team to cover the West Coast and South- 
west. They will cover the United States 
in three weeks. 

The meetings are dedicated to Bendix 
retail salesmen most of whom belong to 
the Bendix Hi-Flyers organization, a 
sales club composed of 7,000 Bendix re- 
tail salesmen who have been carefully 
selected and trained in their work. 

Distributors in each territory 
sponsor the dinners and meetings. 

Subjects to be included in each pro- 
gram will be an announcement of the 
extensive Fall advertising plans, a new 
sales training course which includes four 
comprehensive slide films, 


will 


an announce- | 


ment of a $27,000 retail sales contest, | 


new dealer and salesmen helps, a sound 
movie of the modern new Bendix plant 
and manufacturing processes and factory 
policies that will 
retail selling force. 


CARRIER CORPORATION 
TO FINANCE 


SYRACUSE, N. Y.—Carrier Corpora- 


tion stockholders received today the for- 
mal notice of a special meeting to be held 
on September 12th, to approve a financing 
program and changes in the capital 
structure. 

The Board of Directors have recom- 
mended that the stockholders approve a 
$2,500,000 issue of ten-year convertible 
debentures. The proceeds will be used 
to pay off the present bank loans of 
$1,500,000 and to provide additional work- 
ing capital to enable the Corporation to 
take advantage of future opportunities for 
increasing the business. 
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be of interest to the | 


D. W. Atwater, 
president of the Illuminating Engineering Society, are greeted by Carl T. 
Bremicker, Chairman of the Convention Executive Committee, as they 
arrive at the registration desk at the Hotel Nicollet, Minneapolis, for 
the 32nd annual convention of the society. 


president-elect, 


(left) and Professor Henry B. Dates, 


FIVE ROAD SHOWS TO LAUNCH 
GESCO'S LIGHT CONDITIONING 
PROGRAM 


CLEVELAND—tThe most comprehensive | 
lighting sales program ever formulated 
by the General Electric Company will be 
launched early this fall. 

This activity, called the G-E Supply 
Corporation Light Conditioning Program, 
brings together all the facilities and man 
power of five major G-E departments and 
three leading equipment suppliers, all eight 
of which depend upon lighting sales. 

Focal points for the rendering of this 
plus lighting service will be the 75 district 
and branch offices of the Supply Corpora- 
tion. 

An outstanding feature of the coopera- 
tive program will be five travelling shows. 


Signs Dorothy 
Thompson 


Dorothy Thompson, acclaimed as 
America's leading lady of journalism 
and famous radio commentator, will 
be presented as a new and featured 
attraction, speaking on current events 
and world-wide topics during the 
Monday night broadcasts of Phil 
Spitalny's all-girl singing orchestra 
on the "Hour of Charm" which re- 
turned to the red network of the 
National Broadcasting System 
October 3rd from 9:00 to 9:30 p.m. 
E.S.T. The program, is sponsored by 
the Lamp Division of the General 
Electric Co. 


| 
| 


Periormances will be staged in 75 key 
cities in October and at 300 trade and 
consumer meetings to be held throughout 
the country during the following six 
months. These presentations, besides show- 


| ing at a glance the broad united front 


of General Electric and its supporting 
lighting equipment supplies, will drama- 


| tize and demonstrate all that is new in the 


| chusetts, has appointed N. 


| recently 
, Through 


realm of lamps and lighting. Experts will 
reveal precisely what the program means 
to utilities, to electrical contractors and to 
consumers in terms of increased kilowatt 
hours, lighting equipment sales, merchan- 
dise sales, greater efficiencies in factory, 


| office, and school. 


Co-Authors of the extensive GESCO 
Program and forming the general co-or- 
dinating committee are three division 
heads of the Supply Corp.—W.W. Booth, 
manager of Lighting Sales; A. C. Prange, 
manager of Supply Sales; and Ray G. 
Worsley, manager of Lamp Sales. 

In addition to the G. E. Supply Corp., 
other divisions of the Company participat- 
ing in the program are: the Incandescent 
Lamp Department; the Illuminating Lab- 
oratory; the Vapor Lamp Works; and 
the Wiring Materials Division. The 
participating lighting equipment manufac- 
turers are: Curtis Lighting, Inc.; Holo- 
phane Company, Inc.; and The Miller 
Company. 

The program goes beyond the objec- 
tives of Better Light—Better Sight which 
since its inception several years ago has 
created a wide-spread better understand- 
ing of and desire for better lighting 
wherever eyes are put to work. The new 
movement will not only help spread and 
promote the Light Conditioning idea, but 
will provide trade and consumer with in- 
dividual recommendations of a “how-to” 
nature to fulfill the growing demand for 
Light Conditioning. 


Polaroid Appoints N. W. Ayer 


Polaroid Corporation, Boston, Massa- 
W. Ayer & 
Son, Inc., as its agency to handle the 
advertising of Polaroid Desk Lamps, 
introduced to the’ retail trade. 

use of the new material, 


“Polaroid”, the lamps are described as 


| eliminating all glare. 


OCTOBER, 


G-E ESTABLISHES 
FACTORY BRANCH 
AT BOSTON 


NEW YORK—Establishment of a 


| direct factory distributing branch at Bos- 
| ton for the wholesale distribution of its 
| major appliance lines in the New Eng- 


land area formerly served by W. L. 
Thompson Inc., has been announced by 
the General Electric Company. The 
announcement, issued by Ralph J. Cordi- 
ner, manager of the appliance and mer- 
chandise department, declares that the 
Thompson organization relinquished its 
previous responsibilities as of August 206, 
except for the sale and rental of G-E 
water coolers, and that the assets have 
been purchased by General Electric. 


Cc. M. WILSON 


The factory branch has been estab- 
lished at Commonwealth Avenue, 
Boston. C. M. Wilson has been ap- 


pointed manager and V. W. Brown, 
operating manager. The branch will be 
responsible for the distribution of house- 
hold and commercial refrigerators, ranges, 
water heaters, dishwashers, disposals, 
unit kitchens, and home laundry equip- 
ment. 

Coincidental with the establishment of 
the new unit, the G-E appliance sales 
districts which formerly had their head- 
quarters in Buffalo and in Boston have 
been consolidated into a single district. 
J. A. Ramsey, formerly at Buffalo, has 
been appointed manager of the new dis- 
trict, and will make his headquarters in 
Boston henceforth. 

Wilson, the newly-appointed manager 
of the factory branch, had recently been 
made district appliance sales manager in 
Boston, a post he will now relinquish, and 
previously had been sales manager for 
the G-E radio division in Bridgeport. 


MORE R.E.A. ALLOTMENTS 


WASHINGTON, D. C.—The Rural 
Electrification Administration — recently 
announced 38 allotments totaling $5, 
580 for rural power line and generating 
plant construction and wiring and plumb- 
ing loans in 20 States. 

Since its inception, REA has allotted 
$134,764,025 for rural power projects in 
45 States. Of this total, $46,878,580 
represents allotments since July 1, 1938. 
The projects approved so far are de- 
signed to make electric service available 
to more than 400,000 farms and other 
rural customers. 


Apex Appoints Jones Philco Dis- 
tributor in Northern Michigan 


C. W. Smith, Sales Manager for Apex 
Rotarex Corporation, Cleveland, Ohio, 
Manufacturers of Apex Washers, Ironers, 
Cleaners and Refrigerators, announces 
the appointment of Jones Philco Com- 
pany of Saginaw, Michigan, as Apex 
Distributor. 

Northern Michigan will be served by 
this new distributor. J. E. Jones is 
President and General Manager. 
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A. W. Robertson, left, chairman of 
the Board for Westinghouse, launches 
their time capsule, a hollow cupra- 
loy bomb containing records of our 
present civilization, to be opened on 
the World's Fair grounds in New 
York 5,000 years from now. Grover 
Whalen, Fair manager, is at right. 


HANGING REFRIGERA- 
TOR PROVIDES SALES 
OPENING 


In order to demonstrate the strength of 
construction of electric refrigerators, the 
Home Appliance Company of San Diego, 
Calif. not long ago tied a 4-in. rope to 
the door handle of a 390-lb. Westinghouse 
refrigerator, opened the door and sus- 
pended the whole box from the electric 
sign in front of the store. Curiosity dis- 
played by shoppers gave a ready opening 
toa sales talk on the merits of modern 
refrigerators. Ten sales were chalked up 
as a result of interest shown in the dis- 

y during the first few days. The re- 

igerator has to be taken down at the 
close of each day in order to close the 
store and hoisted again for the next day. 
This “flag raising’ ceremony always 
draws a crowd. In fact, the stunt has 
shown itself to have such advertising 
value, that E. W. Pohl, store manager, 
announces that they plan to keep it up 
indefinitely. 


EMPLOYEE LAMP 
CAMPAIGN IN UTAH 


SALT LAKE CITY—All employees 
of the Utah Power and Light Company 
are participating in a fall light campaign 
which will run from September 25 to 
December 25. Special feature is a carton 
of lamp bulbs of the company’s own 
design containing an assortment of differ- 
ent sized lamps which sells for 95 cents. 
The standard six includes one 60-watt 
bulb, one of 75 watts, three of 100 watts 
and one of the 150-watt size, although 
other assortments are also available. 
These are to be sold as spares and are 
used to make the contact for more im- 
portant sales of I.E.S. lamps or fixtures. 
Special tie-in is being made with the 
Electrical League’s adequate wiring 
campaign and the offer is to be made of 
installing convenience outlets to fit the 
needs of the lamps sold. Cost of the out- 
let may be carried on the lamp contract 
when so desired. Newspaper advertis- 
ing, handout pieces, postcards, billboards, 
radio, floor and window displays are 
part of the promotional program. Dealers 
are expected to profit also through the 
increased interest in lamps. 


DRIVER-HARRIS EXTENDS 
PACIFIC COAST STOCK 


HARRISON, N. J.—Two new stocks 
of Nichrome and other D-H electrical 
alloys on the Pacific Coast are now an- 
nounced by the Driver-Harris Company, 
Harrison, N. J. These products are now 
available in Southern California through 
the Electrical Specialty Company of 
Southern California, 449-451 South Pedro 
St., Los Angeles. The Northwest terri- 
tory is being served by the Electrical 
Specialty Company, 714 Fourth Ave., 
Seattle, Wash. Adequate stocks are 
carried at both points. 

These two new sales outlets and stocks 
are in addition to the Electrical Specialty 
Co., Inc., 316 Eleventh St., San Fran- 
cisco, established several months ago. 


Marsden & Wasserman Add Gilmer Belts 


Marsden & Wasserman, Inc. have been 
appointed jobbers by the L. H, Gilmer 
Co., Philadelphia. They will distribute 
Gilmer belts in the Hartford, Conn. area, 


. through their Refrigeration Department 


in charge of J. Simons. 


Getting Behind Steem-Electric 


Here's the first picture we have seen of the sales executives behind the 
Steem-Electric iron which utilizes live-steam from a water compartment 
to moisten clothes. Left to right: Benny Ginsberg, L. Cooper, L. Gershon, 
E. F. Pohl (president) L. Weiner, Herman Smith. 
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DOES ALL 
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e CARPETS 

e FLOORS 

e DRAPES 

© FURNITURE 
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AUTO INTERIORS 
ATTRACTIVE TO DEALERS 


AND CONSUMERS 


THE P. A. GEIER COMPANY > 
540 E. 105th ST., CLEVELAND OHIO 


OUTFIT 
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APARTMENTS 


PAGE 55 


be 
y j 

No. 111 ; 
ae 

Sing 

— 


out of Your PROFIT 


Here’s one way your 
appliance department loses 
money. Old-fashioned elec- 
trical cords suggest that the 
appliances to which they are 
attached are also old-fash- 
ioned. This means sales 
losses. Old-fashioned elec- 
trical cords are easily ruined 
by Corditis—and this means 
service losses. 

Your appliance department 
doesn’t have to stand either 
of these losses. 

CORDITIS-FREE 
CORDS ARE NATION- 
ALLY ADVERTISED — 
Millions of readers every 


month are learning about 
safe Belden Electrical Cords. 
They are publicized in Sat- 
urday Evening Post, Good 
Housekeeping, and Time. 
This is an extensive, con- 
sistent, long range program 
to make your customers safe 
from Corditis. 

Up-to-date electrical manu- 
facturers use Belden cords 
on their products to give you 
extra sales and service fea- 
tures—to keep Corditis from 
taking a big bite out of your 
profits. You can specify 
Belden cords on all types of 
appliances you sell. 


the dangerous disease of electrical cords; the symptoms are frayed wire 
* CORDITIS and broken plugs. It causes severe mental irritation and violent nervous 
disorders among electrical appliance users. 


Belden Manufacturing Co., 4663 West Van Buren Street, Chicago, III. 


Appliance Cord Sets approved by Good 
Housekeeping Institute, listed as standard 
by Underwriters’ Laboratories, Inc., and 
certified by Electrical Testing Laboratories. 
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ADVERTISED 
in The Saturday Evening Post, 
Good Housekeeping, Time. 


Rew Pasitious of the Month 


Westinghouse Merchandising Division 


The election of Mr. Frank B. Williams, 
Jr., as Vice President in charge of the 
Merchandising Division of the Westing- 
house Electric and Manufacturing Com- 
pany was announced today. 

He assumes charge of the division im- 
mediately and will make his headquarters 
in Mansfield, Ohio. He succeeds Mr. 
Arthur E. Allen who, the announcement 
states, has resigned. 


ARTHUR E. ALLEN 


In joining Westinghouse, Mr. Williams 
leaves the position of Vice President and 
Sales Manager of the Diehl Manufactur- 
ing Company, the electrical division of 
The Singer Manufacturing Company, at 
Elizabethport, N. J. 


FRANK B. WILLIAMS 


Mr. Williams started his industrial 
career on the test floor of the Diehl 
Manufacturing Company a few weeks 
after receiving his degree in electrical 
engineering from Drexel Institute. By 
1915 he had become production manager 
of the company. In 1918 he joined the 
sales department of the Western Electric 
Company. Two years later he was made 
manager of the power apparatus sales 
division of its New York district. He 
later continued in this position with 
the Graybar Electric Company when that 
company was formed. 


Returned to Diehl in ’27 


In 1927 he returned, as sales manager, 
to the Diehl Company of which he has 
been a Vice President since 1930. 

The Westinghouse Merchandising Di- 
vision conducts the business of the com- 
pany in refrigeration, air conditioning, 
ranges, heating appliances, fans and other 
allied household and office electrical pro- 
ducts. Manufacturing plants of the di- 
vision are located in Mansfield, Ohio and 
Springfield, Mass. 


| 


Emerson Electric Mfg. 


A special meeting of the holders of 
the common stock of the Emerson Elec. 
tric Manufacturing Company was called 
recently at the offices of the company 
in St. Louis, to ratify a contract em- 
ploying W. Stuart Symington of New 
York, N. Y., as general manager of the 
company for an initial period of five years, 
effective October 1, 1938, it is discloseq 
today in a notice to the stockholders 
signed by Joseph Newman, president. A 
letter accompanying the notice states that, 
subject to the stockholders’ approval on 
September 20th, Mr. Newman will as. 
sume the chairmanship of the board of 
directors on October Ist for the unex- 
pired portion of his contract with the 
company, and that Mr. Symington will 
become president and a director of the 
company. 


W. S. SYMINGTON 


The Emerson Electric Manufacturing 
Company is one of the leading inde- 
pendent manufacturers of electric fans and 
motors, and is one of the oldest in its 
field, having been incorporated in 1890. 
Its products are nationally known. In 
contracting for the services of Mr. Sym- 
ington, the board of directors took note 
of his wide experience, both as an 
operating and merchandising executive 
in the storage battery, radio and stain- 
less steel industries, and of his equally 
broad experience as an organizer. 


Aluminum Goods Mfg. Co. 


A. J. Vits, president of the Aluminum 
Goods Mfg. Co., has announced the ap- 
pointment of Walter F. Bugenhagen 2s 
general sales manager in charge of all 


sales. 


W. F. BUGENHAGEN 


Mr. Bugenhagen has been with the 
company for 28 years, most of whic 
were spent in the sales organization 
executive capacities of various kinds. 
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Hotpoint 
Clinton Brown, Hotpoint campaign 
manager, has been made head of the 


new Hotpoint News Bureau organized 
to collect and disseminate news stories, 
articles and features of interest to the 
major appliance section of the electrical 
industry, according to an announcement 
made by W. A. Grove, sales promotion 
and advertising manager. 


CLINTON BROWN 


During his decade with Edison General 
Electric Appliance Co., Mr. Brown has 
established an industry-wide reputation 
for the ingenunity of his sales campaign 
ideas for utilities and dealers, and for 
his motion picture, slide film and radio 
programs, visualizers, “gadgets” and 
sales equipment designed to help the 
retail salesman. 


R. Cooper, Jr. 


R. Cooper Jr., Inc., General Electric 
distributor for the State of Illinois and 
the northwestern section of Indiana, have 
just announced the appointment of 
Stephen B. Maher, vice president, to the 
position of general sales manager. Mr. 
Maher has been associated with this 
company for the past eight years and 
will continue in the position to which he 
was elected two years ago as vice presi- 
dent in charge of apartment house sales. 


STEPHEN B. MAHER 


Proctor 


Proctor Electric Company, Philadel- 
phia announces that Mr. Armine West, 
316 Burdette St., New Orleans, La. has 

added to their list of representatives. 
Mr. West will represent the Proctor 
Electric Company in Texas, Oklahoma 
and the eastern part of Louisiana. 


Universal Motor 


.Norman L. Smith for many years 
identified with the electrical business in 
cago has recently been appointed 
r manager of the Electrical Division 
niversal Motor Company, Osh- 
isconsin. 


MATCH THESE 
FEATURES WITH 
ANY CLOCK 
SELLING FOR 
$2.95 


* Electric Alarm 
* Self-starting 
* Sealed-in-oil motor 
* Styled plastic case 
* Easy-to-read dial 
* Always accurate - 
* Long, trouble-free 
service 
* No winding 
* No regulating 
* Guaranteed 


Have you heard what G-E is doing to promote the 
Sergeant this Christmas? Thirty-three and one half 
million advertisements will explode between November 
11 and December 11. Think of it—for a solid month 
there’ll be 400 consumer impressions every time your 
heart beats! G-E means business and smart dealers 
everywhere will tie in and cash in on this tremendous 
consumer smash. 


Never before has G-E put on such a Christmas drive. 


And never before has G-E had such a fine line of low- 
priced clocks to offer. 


THE SERGEANT 


*READ 'EM AND REAP 


MAGAZINE APPEARANCE 
DATE 


Country Gentleman .Nov. 15 
American Magazine .Nov. 15 
Good Housekeeping Nov. 20 
American Home... .Nov. 20 
Saturday Eve. Post. .Nov. 22 
. 29 
11 


The Sergeant leads this dress parade of G-E electric 
clocks, its handsome moulded plastic case available in 
either black or ivory finish .... with plain or luminous 
dial (Model 7H-94-L). The four other models in the line, 
illustrated below, include a clock for every room in the 
house . . . priced low for quick turnover. 

Order the introductory assortment** now and be ready 
with G-E Electric time when Gift time comes! General 
Electric Co., Appliance and Merchandise Dept., Bridge- 


GARCON ACORN ITHACA 
$3.50 $3.95 $2.95 
Kitchen Alarm Occasional 
Clock Clock Clock 


PRODUCT! 


G-E SERGEANT 

= SELF-STARTING 

ELECTRIC 
ALARM! 


\ F 
IF IT’S ELECTRIC BE SUR 


ASK YOUR G-E DISTRIBUTOR ABOUT THE NEW FREE WINDOW DISPLAY 


port, Conn. 
** INTRODUCTORY ASSORTMENT NO. 1 
LIST PRICE 
1 7H-94 Sergeant Alarm, black. . $2.95 
1 7H-94 Sergeant Alarm, ivory.. 3.50 
1 7H-94-L Sergeant Alarm, black 
(Luminous dial)............. 3.95 
1 7H-94-L Sergeant Alarm, ivory 
(Luminous dial)............ 4.50 
? 1 7H-78 Acorn Alarm, brown... 3.95 
DUNCAN 1 2H-08 Garcon Kitchen Clock, 
$4.50 Buy these 6 clocks, plus 
Occasional display for only............ $14.82 
Clock Sell them in no time atallfor.. 22.35 
$ 7.53 


Pocket this gross margin. . 


3314 MILLION 
ADVERTISEMENTS 
IN A MONTH! 


E IT'S GENERAL ELECTRIC 


GENERAL@ ELECTRIC 
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NOTED FOR ITS 


The good reputation of Chromel heating-elements is based on 
confidence that has been created by Chromel’s dependability. 
Hence, trade-names of priceless value have been safely entrusted 
to Chromel, for more than thirty years. 


HOSKINS MANUFACTURING COMPANY e¢ DETROIT « MICHIGAN 


Yy 


Yj 


THE WIRE THAT MADE ELECTRIC HEA OSSIBLE 
\ NY \ WWW GG \\ 
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Leonard 


Ray Legg, manager of the Kelvinator 
National Direct Sales Division, has 
promoted to the post of general sale 
manager of the Leonard Refrigerator 
Division of Nash-Kelvinator Corporation 
according to an announcement by George 
W. Mason, president. 

Mr. Legg’s appointment followed the 
resignation of R. I. Petrie, as Leonard 
sales manager. 

Four years ago, Mr. Legg was ap- 
pointed manager of the National Dire¢ 
Sales division, with headquarters in De. 
troit. He is credited with having haq 
much to do with Kelvinator’s curren; 
position of leadership in the ice cream 
cabinet industry. 

Coincident with the announcement of 
Mr. Legg’s promotion to the general 
sales managership of the Leonard Re. 
frigeration Division, Mr. Mason made 
known that R. J. Scheu has been made 
manager of the National Direct Sales 
Division of Kelvinator. 


Hygrade Sylvania 


E. J. Poor, Chairman of the Board of 
Hygrade Sylvania Corporation has an- 
nounced the appointment of F. J. Healy 
as general manager of the Hygrade Lamp 
Division, whose headquarters are 3 
Salem, Mass. 


F. J. HEALY 


Mr. Healy had previously held the 
position of factory manager, and was 
also in charge of lamp engineering. The 
post of general manager, however, is a 
newly-created position, and it gives to 
Mr. Healy full responsibility for all 
departments and activities in the Hygrade 
Lamp Division, including sales, both 
in the Salem and the St. Marys, Pa 
plants. 


Roger A. Poor, who has been Adver- 
tising Manager of the Hygrade Lamp 
Division of Hygrade Sylvania Corporation 
of Salem, Mass., for the past eighteen 
years, has resigned as of October first, 
to establish his own advertising business 
in Salem. 

Hygrade Sylvania Corporation has re- 
tained him as Advertising Counsellor, 
and in this capacity he will continue to 
handle much of the Hygrade Lamp at 
vertising. 


Westinghouse Refrigeration 


The announcement of H. M. Butzlof 
as sales manager of the Household Re- 
frigeration Department has just been at- 
nounced by R. C. Cosgrove, Manager 0 
that Department for the Westinghous 
Electric & Manufacturing Compaty: 
Cosgrove’s announcement stated that 
Butzloff would maintain offices at tH 
company’s Merchandising Division Hea¢- 
quarters at Mansfield, Ohio. 

The newly appointed sales manage 
was formerly Household Refrigeratio? 
supervisor of the Northwestern _Distric 
and was located at the Westinghous 
district office in Chicago. He has 
connected with the Westinghouse Com 
pany for the past five and a half year 
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and has spent all of this time in refrigera- 
Previous to his affiliation with West- 
inghouse he spent seven years as an 
executive of the Stover Company in 
Chicago and with the Electric Equip- 
ment Company of Davenport, lowa— 
both electric refrigeration distributors. 
He assumes his new responsibilities with 
a wealth of experience in all angles of 
sales, promotion, and service of electric 


refrigeration. 


H. M. BUTZLOFF 


At the same time he announced the 
appointment of the new Sales Manager 
Cosgrove also announced the appoint- 
ment of two Refrigeration Regional Su- 
pervisors. H. F. MacGrath who has 
been in the Household Refrigeration De- 
partment for the past year has been 
named Eastern Regional Supervisor, and 
George Mellinger has been appointed 
Western Regional Supervisor. 


Westinghouse 


The appointment of William R. Mason 
to the advertising staff has just been 
announced by Roger H. Bolin, Westing- 
house Merchandise Advertising Manager. 


WILLIAM R. MASON 


Mason’s immediate responsibility will 
be that of supervising the advertising ac- 
tivities pertaining to residential and com- 
mercial air conditioning. Prior to his 
affiliation with Westinghouse he was as- 
sociated with Fuller and Smith and Ross, 
Inc—Advertising Agency—and worked 
on air conditioning and commercial re- 
frigeration accounts. 


Westinghouse Home Economics 


The appointment of Mrs. Julia Wol- 
cott Kiene as Director of the Home 
iconomics Section has been announced 
by Irving W. Clark, Manager of the 
Home Planning Department, Westing- 
house Electric & Manufacturing Com- 
pany. Mrs. Kiene will act as the Home 
Economics Section’s first director since 
the organization was re-organized, the 
announcement stated. 


MRS. JULIA W. KIENE 


Coming to the Westinghouse Company 
from Capper’s Farmer where she served 
as Home Editor, special writer, and con- 
sultant for approximately twelve years, 
Mrs. Kiene is admirably fitted and ex- 
perienced for her new _ responsibilities. 
She has had years of practical experience 
and supervisory work, not only in the 
field of home economics but in the allied 
fields of food preparation and equipment, 
decorating, demonstration work, and as 
an author and lecturer. 


Westinghouse Supply 


W. W. Adams has been named man- 
ager of the Cleveland branch of the 
Westinghouse Electric & Supply Com- 


ny. 

Adams has been sales manager of the 
branch office for the past several years. 
In his new responsibilities, Adams suc- 
ceeds James Sidway, who has moved 
to Detroit as manager of the Central 
District of the Westinghouse Electric 
& Supply Company. Sidway will direct 
the company’s activities in Michigan and 
Ohio and will be manager of the Detroit 
office. 


4, 


Norge 


P. B. Zimmerman, vice-president in 
charge of sales for Norge Division Borg- 
Warner Corporation, today announced 
two appointments to the Norge sales 
staff. -Glenn O’Hara, former sales man- 
ager of the Norge range division, was 
named eastern sales manager for Norge 
—and R. E. Densworth, former refrigera- 
tion sales manager, was appointed west- 
ern sales manager for Norge. 


Educating the Help 


N a community where most of the 
domestic work is handled by serv- 
ants, the problems of appliance selling 
become more complicated. El Paso, 
Texas, located along the Mexican 
border, is such a city, for almost every 
home has its Mexican “criada”, who 
does the kitchen work and waits on 
the door. W. J. Chesak of the Music 
Mart of El Paso is preparing to meet 
this problem in a constructive way, 
Y giving concrete aid to the school 
department which has undertaken a 
Series of courses for the training of 


domestic help. The classes come down 
to his store for an hour’s lesson 
weekly, in the operation of various 
electrical household equipment. Mr. 
Chesak uses the store’s basement, 
which he has fitted up as an audi- 
torium and himself gives an hour’s 
talk, followed by demonstrations. A 
few of those enrolled in the course 
are maids whose employers are glad 
to have them acquire this instruction; 
the majority are girls who hope to 
find later employment. There is no 
sales talk introduced. 
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Randall Bearings 


Oct. 23-29 


WASHER AND 
IRONER WEEK 


have a share in the liberation 


of the American Housewife 


Unseen or unnoticed by the Ameri- 
can Housewife, the bearings in her 


Here is our 


contribution 


washing machine or ironer perform 
their duty faithfully and quietly for 
years. on end. They seek no plaud- 


its. But without their remarkable effi- 
ciency the development of modern 
washing machines and ironers could 


not have reached the high state of 
usefulness that has been achieved. 


Randall has kept in step with the ad- 
vancement in washers and ironers by 
manufacturing bearings that stand at 
the head of their class. 


The many manufacturers who make 
Randall bearings a part of their stand- 
ard equipment know through experi- 
ence that they could not have chosen 


a better bearing. 


RANDALL GRAPHITE PRODUCTS CORP. 


609 W. Lake St. 


Chicago, II. 


There is no doubt about it—the greatest 
need for ice cubes is on those frequent 
daily occasions when one, two, or three 
persons want a few ice cubes in a hurry. 

And only Presto Tray with Rubber 
Grid has what it takes to give one or a 
dozen cubes instantly, full-sized, cold 


Ne WHAT IT TAKES—_~ 


and dry, without disturbing the others. 
No fuss! No bother! No waste! 

In less time than it takes to tell, your 
salesman can demonstrate conclusively 
how only the Magic Finish Presto Tray 
with Rubber Grid gives all the advan- 
tages of a fast-freezing metal tray plus 
all the conveniences of a rubber grid. 

If you have not already done so—be 
sure and insist that your new refriger- 
ators come factory-equipped with Magic 
Finish Presto Ice Trays. 


INLAND MANUFACTURING DIVISION 
Dayton, Ohio 


General Motors Corporation 
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Now the Hankscraft Automatic 

Electric Egg Cookers and Egg 

Service Sets shown here are available in attractive 
shades of green, blue and ivory, adding to their 
eye and sales appeal. 


THIS SERVICE IN BLUE, GREEN OR 
IVORY IS A SURE FIRE GIFT ITEM .. 


This beautifully matched set includes the No. 815 Egg Cooker with boiling 
tray and poaching dish, four double egg cups and flashing chrome service tray. 
Display the set in the three pastel shades of blue, ivory and green. They will 
attract and sell. Model No. 8151. 


STANDARD EGG COOKER 


This attractive, standard model egg cooker boils, 
poaches, or scrambles eggs quickly and conven- 
iently, just right every time. Complete with 
boiling tray and poaching dish, the 
standard egg cooker is finished in 
green, blue or ivory porcelain with 
flashing chrome dome. A beautiful as 
well as practical appliance. Model 


MODEL Nb. 800-B EGG SERVICE SET 
Includes No. 794-B egg cooker, four 
egg cups of exclusive design and color- 
ful serving tray. Comes - 

in blue, green, and 7 * 
ivory offering a splen- \\ 

did display opportunity 
with the three blending 
colors. The startlingly 
low price means vol- 
ume sales. 


MODEL No. 794 EGG COOKER 


This new special model, four egg 
capacity, is now offered in graceful 
design and three colors, green, blue 
and ivory, attractively packaged. 
outstanding value and volume seller. 
Poacher available at 50c additional, 
retail. 


Stock and Display the Entire Hankscraft Gift Line 


Baby Bottle Bottle Warmer Bottle Warmer Bottle Warmer 
| Sterilizer No.706 Set No. 7751-B No. 775-B No. 673-B 


on 


The HANKSCRAFT COMPANY, Madison, Wis. 
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Western 


NEWS FLASHES 


Roasters, toasters and mixers were 
recently given a week long demonstra- 
tion in the electrical department of 
the White House of San Francisco, as 
part of an August housewares event. 


The employees of twenty seven of 
San Francisco’s retail stores went on 
strike early in September, asking for 
complete control of hiring through 
union organizations. Several import- 
ant retail outlets in the electrical field 
were involved, but the stores, managed 
to stay in operation and enjoyed fair 
patronage. 


* * * 
The “Blue Ribbon Kitchen” cam- 
paign, sponsored by the Bureau of 
Power Light in Los Angeles is 


well under way, with fifteen manu- 
facturers cooperating to offer “Blue 
Ribbon” model ranges at 5 per cent 
down and $2.96 per month. The 
Bureau tests the: individual range be- 
fore delivery and offers a free wiring 
plan. 
* * * 

Nearly a million visitors viewed 
The Southern California Edison Com- 
pany’s display of electricity in the 
home and on the farm at the Los 
Angeles County Fair, held at Pomona, 
California September 16 to October 2. 

* * * 

How: to can fruit in a modern elec- 
tric kitchen has_ been effectively 
demonstrated by the Fifth Street Store 
of Los Angeles, Calif. in a series of 
canning lessons offered to customers. 
Lew E. Grauel, educational director 
for the Kerr Glass Jar Company was 
guest demonstrator for the first class. 


* * * 


The Electrical Development League 
of Southern California has asked local 
dealers for the names and records of 
all their salesmen to serve as future 
basis of information for their sales- 
men’s clearing house. They are furn- 
ishing new salesmen to dealers on 
application. 

* * * 

A fall appliance show has_ been 

scheduled by the dealers of Sacra- 


mento, California for October 19 to 
21, to be held under the auspices of 
the Gas and Electric Appliance Society 
of that city. A cooking school and a 
daily amateur radio broadcast are 
among the features planned. 

* * 


The Bureau of Radio and Electrical 
Appliances of San Diego County, Calj- 
fornia is devoting October to radio 
promotion. The annual Christmas 
electrical show is scheduled for some- 
time toward the end of November, 
probably to start November 238. 

* * * 

The Eastern of Fresno, California 
for a limited period gave an 82-piece 
dinner set free with every washer or 
combination washer and ironer pur- 
chased at $69.95 or more. Modern 
Laundress washers at $49.95 were also 
included in this offer. 

*x* * * 

In Fresno, California, where a refrig- 
erator trade-in agreement has been 
operating effectively for some years, it 
is interesting to find Sears, Roebuck 
advertising “$20 for your old refriger- 
ator” on a 6.2 cu. ft. Coldspot. 

* * 

Breuner’s of Sacramento advertises 
“If you can’t come in, shop by mail, 
offering to prepay freight to any rail- 
road point in California. For those 
who have not already an account with 
the store they ask for information on 
occupation and employer, and refer- 
ences. 

x * 

Sears, Roebuck of Reno, Nevada 
have been offering a set of dishes for 
eight with their refrigerators. 

* 

Savage & Son of Reno, Nevada 
have been advertising “4 off” on air 
conditioning installations during Aug- 


ust. They list some ten of the local 
commercial institutions which enjoy 
their equipment. 


* * 

A three-ring circus is being staged 
by the salesmen of the Pacific Power 
& Light Company’s competing districts 
in western Oregon and Washington. 
Special feature billing in this selling 


Telling the Buffalo Public 
20 


Here's how they are promoting Washer-lroner Week in Buffalo, according 


to Sammy Vineberg of the local electrical league. 


This bumper sign, 


featuring the slogan "Wife-Saving Crusade" and "Ban Drudgery the Elec- 


trical Way." 
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campaign is being given to the modern 
kitchen, including electric range, re- 
frigerator and water heater, with kit- 
chen sanitation as an added “act” on 
the program. 

*x* * * 

In a three-color }-page ad, the 
Northwestern Electric of Portland, 
Oregon announces an electric washer- 
jroner show in their showrooms. 
“Come in—Compare—Then buy from 
your dealer” is their slogan. 

* 

“Put a little sign in your window 
announcing Roaster Demonstration 
Day”, the Northwestern Electric of 
Portland, Ore. advises their dealers. 
“Also ask your neighboring business 
people in to have a sandwich with 
you. They will buy equipment as a 
result of your efforts.” This campany 
started an intensive lighting promotion 
campaign just following Labor Day, 
with newspaper advertising, window 
displays and news articles. Proper 
light for all parts of the house, larger 
size bulbs for eye comfort, and buying 
lamps by the carton are being stressed. 

* * * 


Repairs on small appliances have 
been developed into an important busi- 
ness by R. E. Parrott of the Morrison 
Electric Company of Portland, Oregon. 
They make a specialty of carrying re- 
pair parts for every small appliance 
sold in this region. 

* * * 


Window demonstrations of vacuum 
cleaners have proven an effective busi- 
ness builder for the Kuhnhausen Elec- 
tric Service & Sales Company of 
Portland, Oregon. 


*x* * * 


There are ten model electric kitchens 
on display in the stores of Portland, 
Oregon dealers and jobbing houses. 

* * 

Norge dealers in the Pacific North- 
west have been benefiting by a pro- 
motion program which set aside 75 
valuable merchandise prizes in a con- 
test in which independent grocers and 
bakers also cooperated. The drawing 
was held at a celebration at Jantzen 
Beach on August 30. 

* * * 

In a letter to its customers of Seattle 
and western Washington, the Puget 
Sound Power and Light Company’s 
president announces that company’s 


cooperation with the EHFA in mak- 
ing available low-cost federal financing 
for the purchase of household and farm 
electric appliances. Pudget Sound sales 
efforts are to be devoted during Octo- 
ber and November to company selling 
of major appliances and dealer promo- 
tion of I.E.S. lamp sales. 
*x* * * 


The Bon Marché of Seattle, Wash. 
announces the sale of 304 Norge refrig- 
erators to Edgewater Park, a district 
devoted to model apartment properties. 

* * * 


The Spokane Better Housing Bur- 
eau, of which H. A. Halstead is di- 
rector, has a record of having designed 
356 step-saving kitchens for women 
of eastern Washington during the past 
twelve months. 


The Brown-Johnston Company of 
Spokane, Wash. recently offered, for 
ten days only, a 20-piece crockery 
luncheon set with the purchase of an 
$89.50 washer. 

2 


The Washington Water Power 
Company of Spokane and eastern 
Washington has run a number. of 
special meter tests to determine the 
cooking bills of customers who won 
the various ranges in their recent 
range essay contest and have been 
announcing the figures, together with 
pictures of the ladies, in a series of 
t-page, two-color ads. Cooking costs 
run from $1.14 a month to $2.99. 

x 


A. B. Foutz announces in Butte, 
Montana papers that he has purchased 
the interest of his former partner, 
Buster Froelich, and now is sole pro- 
prietor of the Radio Engineering and 
Service Company of that city. 


R. E. Gale, salesmanager of the 
Idaho Power Company and his staff 
of sales experts, together with repre- 
sentatives of most of the wholesalers 
of that section, started in September 
on a sales promotion tour of the Com- 
pany’s offices, preparatory to the 
launching of the fall lighting and major 
appliance drive. The lamp globe cam- 
paign is an annual event carried on 
by meter readers and service men. 
The I.E.S. lamp drive this year is 
assisted by contact work of the com- 
pany’s home service girls. 


Bait For Window Peepers 


A COMPLETE 


- 


AT 


Locthic 


2 


On one of July's hottest days, Jim Downey of Downey and Holt, G-E 
dealers in Cleveland, wheeled his mixer and range into action and made 
a cake in the window. On other occasions he has broiled steaks and 
Passed out steak sandwiches to the crowd. On Saturdays Mrs. Holt makes 
@ practice of doing her week's ironing. May be this is why they have 


traffic jams in Cleveland. 
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For Quick Sales at 


Christmas—these 


(Reg. U. S, Pat. Off. by Warren Telechron Co.) 


SS 


PHARAOH, Model No. 4F6l. GRANADA, Model No. 8Bil. YACHTSMAN, Model No. 6809. 
For desk or mantel. Mahogany New cyclometer model. Black Sounds hours in ship's bells 


case with vertical side inlays. or brown plastic cases. Maroon sequence. Mahogany tambour 
Polished gold color numerals on base with black case, brownbase case with 8 wheel spokes on 


loss black band. Re- with brown case. 81/16 dial ring. 18% inches 
$9.95 $7.50 wide $1 7.50 


inches wide. Retails at 


ATTENDANT, Model No. 7H85. CORDOVA, Model No. 4885. KITCHENGUIDE, Model No. 
New alarm, priced sensationally Maroon color Morocco grain 2F03, a new wall model for 
low. In brown or ivory plastic leather-covered wood case, gold kitchen or bathroom use. Can 
cases. Brown case re- $2 95 leaf striped on front and top. be ordered in ivory, green, 
tails at only.......... 4'/2-inch metal dial. 


white, black d 
Ivory molded case, $3.50 4 inches wide..... $1 2.50 colors. To pr ay $4.95 


OLYMPIC, Model No. 4B79. 
Modern wood case with Burma 
Padouk center, top and front. 

wide. A popular clock. 

To retail at .......... $9.95 

SHIELD, Model No. 2H5!1. New 
wall clock, walnut case, 9 inches 
square with beveled corners. 

ezels frame two-tone 
dial. To retail at..... $6.75 


\ 


© If your Christmas selling-plans are well laid—your shelves will be well 
stocked with Telechron electric clocks. For the handsome new designs are 
ideal gifts! 

No other electric clock has the fine reputation that Telechron enjoys. 
They have been nationally advertised for years—and have given dependable 
time service for the last two decades. 


Telechron electric clocks lead the field again! They're designed right, 
they're priced right, they're advertised right! Meet the holiday market with 


a full stock of Telechron electric clocks. Your Telechron distributor will 
give you detailed information. 


WARREN TELECHRON COMPANY 
1108 MAIN STREET ASHLAND, MASS. 
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THERE’S no blocking of the 
exits when ice cube grids and 
trays are made of Aluminum. Heat 
finds the roads wide open for a 
quick getaway, ice cubes freeze 
in a surprisingly short time, and 
everyone’s happy. 

It pays to point out to the 
refrigerator prospect that Alumi- 
num speeds up ice making by 
carrying off the heat rapidly. And 
call attention to this fact: The 
manufacturer’s use of Aluminum 
here is evidence of careful engi- 
neering. This refrigerator is 
certain to be better throughout. 

Fast freezing, “because ice 
cube trays and grids are made of 
Aluminum,” can be of consider- 
able help to you in closing that 
ALUMINUM COMPANY 
OF AMERICA, 2160 Gulf Build- 


ing, Pittsburgh, Pennsylvania. 


sale. 


Hurry 
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Montana has its fall I.E.S. lamp 
drive well under way. The Montana 
Power Company this year is Setting 
their home service girls to Selling 
lamps, putting in about half time on 
this activity, with the remainder de. 
voted to complaint and contact calls 
and dealer cooperation work. They 
are featuring low-priced lamps, aimed 
at the “unprofitable customer.” 

* * 

A young woman, Miss Mary Ann 
Laartz of the Rawlins Electric Com. 
pany of Rawlins, Wyoming, was 
winner of the I.E.S. lamp selling con- 
test whose reward was a visit to the 
R.M.E.L. convention at Yellowstone. 
— Laartz sold 137 lamps during the 
rive. 


SAN JOSE 
DEMONSTRATOR 


The experiment in ironer selling being 
staged by the industry in San Jose, 
Cal., is now well under way, having 
started with get-together of dealers 
Aug. 15. By the end of December 
it is hoped to have first real ironer 
selling technique. 


May’s Music Company of Albu- 
querque, N. M., which took over the 
General Electric line when the power 
company went out of the merchandis- 
ing of electric appliances this spring, 
has already outgrown the stgge re- 
modelling which was undertaken at 
that time. New plans include a sepa- 
rate refrigerator room and a model 
kitchen, as well as other improvements. 

* * * 


The Standard Furniture Company 
of -Salt Lake, advertising electric 
washers, suggests that out-of-town 
customers write in their orders. They 
give the name of the man to address, 
thus making it easier for an unaccus- 
tomed letter writer to follow the 
directions. 

Sears’ Salt Lake store have been 
running a “2 for 1 price” sale, com- 
bining refrigerators and electric mixers. 

* * * 

It is interesting to find a Phoenix, 
Ariz. firm running an August end ot 
the season sale on evaporative coolers, 
advertising that “prices are slashed 
to make room for automatic heating 
equipment. Their regular $90 cooler 
sold for $55. 

“Up to $50 trade” on your old range 
or washer was advertised recently by 
the Electrical Equipment Company 
Phoenix, Ariz., advertising Kelvinator 
equipment. 

Chicken and trimmings are promised 
for the winners, beans and water for 
the losers at the dinner which will 
conclude the range and water heater 
sales campaign now under way among 
the salesmen of the Utah Power 
Light Company. The drive ends 
December 25. 
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@ In which new products and merchandise pass in review for your benefit. 


BIRTMAN Cleaner 


Birtman Electric Co., 4140 Fullerton 
Ave., Chicago, Jil. 


Device: Model 100 Magnetic automatic 
cleaner. 

Selling Features: Automatically ad- 
justs patented, 14 in. free-floating 
nozzle to clean rugs of any thickness 
without adjustment by hand—no 
knobs to twist or pedals to kick; 
motor driven brush; two speed motor 
—high speed for high suction and 
maximum vibration for cleaning 
medium and full size rugs, and low 
to clean small “throw” rugs and thin 
or loose runners; automatic cleaning 
light in front of cleaner; handle lock- 
ing and nozzle-tilting devices; self- 
lubricating ball bearing, 4 hp. motor, 
110 volts, a.c. or d.c.; easy-empty 
bag. 

Price: $69.50.—Electrical Merchandis- 
ing, October, 1938. ° 


SUNBEAM Toaster 


Chicago Flexible Shaft Co., 5600 
Roosevelt Rd., Chicago, IIl. 

Device: 
toaster. 

Selling Features: Equipped with pat- 
ented double thermostatic toast-timing 
control that toasts every slice alike 
from the first slice, starting with the 
toaster cold, to the last slice, after it 
has heated up; light flashes out to 
indicate when toast is ready; toast is 
kept hot until user is ready to serve 
it; lustrous chrome finish with new 
Bakelite handles. 

Price: $12.95; or with 8-piece buffet 
Set, including large walnut tray and 
cutting block, 4 Intaglio crystal buffet 
plates and two 2-compartment appe- 
tizer dishes, $18.95.—Electrical Mer- 
chandising, October, 1938. 


New silent automatic 2-slice 


CARRIER Room Ventilator 
Carrier Corp., Syracuse, N. Y. 

Device: Window ventilator. 

Selling Features:  Circulates cleaned, 
outside air without drafts; re-circu- 
lates filtered, refreshing room air; 
shuts out noise; filters dirt dust and 
pollen; simple to install; finger-tip 
control enables any desired amount of 
air to be introduced into room to keep 
room air fresh; available in 2 models 
—small for average sized rooms sup- 
piles 250 cu.ft. outside air per min.; 
24 in. long, 118 in. deep, 9 in. high; 
large, for larger rooms offices, apart- 
ments supplies 500 cu.ft. of outside 
air per min.; 31 in. long 114 in. high, 
14,5 in. deep; equipped with air de- 
flector. 

Both models finished in walnut 
brown, ivory or special finishes at 
slight extra cost; weather resistant 
baked enamel.—Electrical Merchan- 
dising, October, 1938. 


RED SEAL Roaster 


Red Seal Appliance Co., Div. of 
Samson-United Corp., Rochester, N. Y. 


Selling Features: Bakes, roasts, broils, 
fries, toasts, boils and pot roasts; 
reversible 2-heat plug furnishes sepa- 
rate heats—1,250 watts for fast 
cooking and 400 watts for slower 
cooking; heat indicator regulates 
heat; steam vent provides ventilation 
and smokeless broiling. Plugs into 
any outlet; rounded corners make it 
easy to clean. 

Price: $11.75.—Electrical Merchandis- 
ing, October, 1938. 


ROYAL Cleaners 


The P. A. Geier Co., Cleveland, Ohio 


Models: Royal Super Grand models 
179, 177, 175, and De Luxe modeis 
173, 171 and Royal Supreme 189. 

Selling Features: Super Grand floor 
models are equipped with new “ad- 
justorite efficiency indicator” which 
indicates when cleaner is operating 
most efficiently; red and black re- 
inforced dust-proof bag with patented 
metal, hinged wide opening ; automati- 
cally lubricated bearings; adjustable 
motor driven brush; handle lock; 
double rear wheels; positive nozzle 
adjustment; streamlined design; float- 
ing power; extra suction; reinforced 
pistol grip handle; model 179 equipped 
with 2-speed motor and headlight; 
model 177 same as 179 except single 
speed motor and nickle handle; No. 
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175, same as 177 without headlight. 
Deluxe model features include hori- 
zontal, universal motors; automatically 
lubricated bearings; adjustable motor 
driven brush; patented wide opening 
red and black dust bag; handle lock; 
double rear wheels; positive nozzle 
adjustment; semi-streamlined styling; 
“Supreme” model 189 has a new 
design streamlined motor housing 
with semi-streamlined fan case and 
nozzle, powerful headlight, red and 
black wide opening bag, nickel handle ; 

- weighs 19% Ibs. 

Prices: 179, $72.50; 177, $62.50; 175, 
$52.50; 173, $44.95; 171, $39.95; Su- 
preme 189, $49.95.—Electrical Merch- 
andising, October, 1938. 


MANITOU Percolator Set 


Aluminum Goods Mfg. Co., 
Manitowoc, Wis. 


Device: Four-piece percolator ensem- 


ble. 

Selling Features: Ensemble consists of 
a 9-cup coffee percolator, with 400 
watts, 115 volts; immersion type ele- 
ment; sugar and creamer and walnut 
stain-proof veneer tray; polished 
aluminum  percolator, sugar and 
creamer with walnut trim. 

Price: $5.95.—Electrical Merchandis- 
ing, October, 1938. 


UNIVERSAL Traveliron 


Landers, Frary & Clark, 
New Britain, Conn. 


Device: No. E1022. 

Selling Features: Detachable handle 
with 2-compartment, green suede car- 
rying bag; takes up no more space 
than average size hand bag; non-skid 
heel rest; weighs 2 lb.; 400 watts 
ac. or d.c. 

Price: —$3.95.—Electrical Merchandis- 
ing, October, 1938. 


The first job of 
a range unit is 
to cook speedily 
and economic- 
ally, but when 
in addition it provides the easy flat-top 
cleaning of the Chromalox Super-Speed 
Unit — well, you’ve got something that 
instantly gets the whole-souled appro- 
bation of every housewife who ever 
spilled the stew through the maze of 
little cracks and crevices so common to 
range unit design, but so conspicuous 
by their absence in Chromalox units. 
There’s a sales-clinching feature that is 
every day moving many Chromalox- 
equipped ranges out of stock and off 
show-room floors, and starting them on 
a long career of satisfactory service, 
demonstrating in thousands of kitchens 
not only how economical and fast elec- 
tric cooking can be, but also how clean 
and convenient and troubleless an intelli- 
gently designed unit like the Chromalox, 
can make it. 


And while this easy cleaning Chroma- 
lox feature is of sound importance to 
the buyer, it is of equal value to the 
range manufacturer, electrical dealer, or 
power company who sells ranges. For 
it prevents lowered efficiency and burn- 
outs, insures constant service, cuts out 
the trouble calls that take their toll of 
profits. 


October is “Discovery Month” in the 
big campaign of the Modern Kitchen 
Bureau. Get behind this campaign — sell 
Chromalox-equipped ranges and help 
your prospects to discover this easy-clean- 
ing Chromalox feature, together with 
the many other points that have com- 
bined to make Chromalox units a sales 
leader in boosting modern electric cook- 
ing. Discover all of these points for 
yourself — 


Get the CHROMALOX 
~4SALES 

PLAN 

BOOK— 


Use the 
coupon 


Mail with your business letterhead 
EDWIN L. WIEGAND CO. 
7525 Thomas Blvd., Pittsburgh, Pa. 

Send me the "CHROMALOX PLAN" book. 
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Ir was back in 1915 that this company’s motor engineers 
introduced new principles of vacuum cleaner motor design 
which put an end to the industry’s early motor troubles 
and cleared the track for progress. 


Since that time many new sizes and types of portable 
vacuum cleaners have been developed—and in the devel- 
opment of these new models many vacuum cleaner manu- 
facturers have turned to this company for the solution to 
their motor problems. 


Today, asa result, this company is producing vacuum 
cleaner motors in sizes ranging from tiny 2-lb. motors 
used in the smallest household cleaners to big 35-lb. mo- 
tors used in large, portable stage-type cleaners for hotel, 
apartment and garage service. 

Today, also, as in the past, manufacturers are drawing 
upon the long experience of this company’s engineers to 
assist them in developing new and improved types of 
vacuum cleaners which will contribute to the industry’s 
further progress. 

The Black & Decker Electric Company is America’s 
most experienced specialist in the design and manufacture 
of complete motors or series parts for vacuum cleaners. 
The cooperation of our engineers is at the disposal of manu- 
facturers who may be interested in the application of 
universal motors to the improvement of their products. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO., KENT, OHIO 
Specialists in the Design and Application 


of Universal Motors 


THE PRODUCT 


KITCHENAID Coffee Mill 
Hobart Mfg. Co., Troy, Ohio 


Device: Model A-9 household size 
coffee mill. 

Selling Features: Adjustable grinding 
mechanism assures coffee freshly 


ground to the exact coarseness or fine- 
ness desired; tightly sealed glass hop- 
per holds coffee beans, revealing 
amount on hand; flip of switch starts 
grinding operation, sending ground 
coffee into graduated measuring glass 
faster than pre-ground coffee can be 
measured with spoon; 134 in. high, 
aluminum-iron alloy base, chrome 
alloy grinding burrs, weighs 6 lb.; 
1.25 amperes universal type motor; 
ivory lacquer finish with red grind 
regulator. 

Price: $9.75.—Electrical Merchandis- 
ing, October, 1938. 


NAXON Griddle 


2101 W. Walnut St., Chicago, IIl. 
Nason Utilities Corp., 


Device: 12 in. grill; chromium griddle 
plate with black baked enamel legs; 
ebonized wood handle with eyelet for 
hanging; 450 watts. 

Price: $3.95.—Electrical Merchandis- 
ing, October, 1938. 


WESTINGHOUSE Washers 


Westinghouse Electric & Mfg. Co., 
Mansfield Ohio 


Models: 1938-1939 Home 


washer line. 


Selling Features: Line consists of spin- 
ner-dryer, 4 wringer type washers and 
3 gasoline engine washers. Spinner- 
dryer washers, and damp dries simu- 
taneously; no exposed moving parts; 
2 convenient levers control operations 
—of French type turbulator and spin- 
ner basket; spinner basket is 1-piece 
porcelain enamel cone with no per- 
forations to wear clothes—revolves at 
1,000 r.p.m.—balanced action elimi- 


Proved 


nates vibration; white porcelain finish 
inside and out. 

Home Proved De Luxe Wringer 
model has 9 Ib. capacity; heavy duty 
wringer with touch-bar safety release 
to instantly free roll pressure; Lynite 
turbulator equipped with 4 lower 
wings, multiple ribs and perforations, 
Home Proved Master, Standard, and 
Thrift are equipped with large 2} in, 
balloon rolls; safety touch bar re. 
lease ; handy reset lever ; extra capac- 
ity tubs; Westinghouse turbulator and 
natural washing action; 1-piece ste 
chassis and a 3 coat white porcelain 
enamel finish.—Electrical Merchandis- 
ing, October, 1938. 


ATLAS Floormaster 


Atlas Floor Surfacing Machinery Corp. 
218 E. 34th St., New York City 


Device: Floor polishers. 

Selling Features: Polishes, waxes, 
sands, scrubs, steel-wools, dry cleans 
and buffs every type of floor; sealed- 
in-oil lubrication chamber; automatic 
trigger safety switch; rubber covered, 
steel handle grips; balanced distribu- 
tion of weight; air-cooled, a.c.-dc. 
motor; four models 12, 13, 15 and 
18 inches.—Electrical Merchandising, 
October, 1938. 


RED SEAL Cleaner 


Red Seal Appliance Co., Div. of 
Samson-United Corp., Rochester, N. Y. 


Selling Features: Weighs only 44 Ibs; 
with removable straight brush. 

Selling Features: Weighs only 44 |bs.; 
air-cooled, self-lubricating motor; 
tailored dust bag has wire spring m 
neck; nozzle length 4% in.; on and 
off switch. 

Price: $11.10.—Electrical Merchandis- 
ing, October, 1938. 
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NAXON Broiler 


Naxon Utilities Corp., 
2101 WW. Walnut St., Chicago, 


Device: Broileroaster. 

Selling Features: Broils, roasts, fries, 
boils, grills and bakes; 3-coat porce- 
lain enamel cooking well in Mexican 
fiesta red, heavy chrome plate tray 
and element shell, Bakelite handles; 
750 watts, 120 volts, a.c. or d.c. 

Price: Complete with broiler rack, 
dutch-oven plate and cord set, $4.95. 
—Electrical Merchandising, October, 
1938. 


CARRIER Oil Burner 
Carrier Corp., Syracuse, N. Y. 


Device: Conversion type oil burner 
for use with existing heating systems 
or with modern air conditioning sys- 
tems. 


Selling Features: Aero-Diverter elimi- 
nates pulsation and vibration and di- 
verts air in such a way that vanes 
inside impart a whirling motion and 
focus it; specially designed carrier 
non-pulsating aluminum Aero-dynamic 
fan; continuous ignition; carrier non- 
clogging nozzle tip; 1 fuel unit com- 
bining pump, strainer, pressure regu- 
lating valve; heavy duty transformer ; 
room thermostat; safety-stat and 
limit control; taupe wrinkle finish 
trimmed with black.—Electrical Mer- 
chandising, — 1938. 


HAMILTON BEACH Glasswasher 
Hamilton Beach Co., Racine, Wisconsin 


Device: Portable glasswasher for 
hotels, restaurants, bars and wherever 
glasses are used. 


Selling Features: Can be used in any 
sink, tank or tub that will hold 53 
in. of water without need of water or 

im connections; gusher action 
draws water from bottom of sink, 
thereby washing and flushing glasses 
m water free from surface grease; 
specially designed revolving brushes 
scrub glasses inside and out in one 
Operation; washes all types and sizes 
% glass; Hamilton Beach motor 60 
Watts, 110-120 volts d.c. or a.c. up to 

cycles. 

Price: $49.50.—Electrical Merchandis- 
ng, October, 1938. 


@ A good washing machine has a lot of 
features that customers should know — 
finish, capacity, type of motor, wringer, 
and so on. Alert housewives recognize 
these features almost before you’ve 
started to tell about them. 

But there are other features, not so 
easily seen, which are just as important. 
Take durability. That’s a matter of con- 
struction and material — not so easy to 
see just by looking. 

The familiar Armco triangle on a 
washing machine is a sure sign of lasting 
material excellence. It means that the 


ARMCO incor 


lustrous porcelain enamel has an 
Armco Ingot Iron base, firmly bonded 
and long-lasting. Your customers accept 
the assurance of the Armco label. 
They’ve seen it in Armco national adver- 
tising and on other fine metal products 
in their homes. 

If the washers and other appliances 
you sell do not carry the Armco triangle 
trademark, ask the manufacturer why 
they don't! You—and he—are miss- 
ing a good bet for quicker sales. The 
American Rolling Mill Company, 
1591 Curtis Street, Middletown, Ohio. 


A NAME 
KNOWN TO 
MILLIONS 
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Be sure it’s GENUINE 


TRADE MARK REG. t 


S. PAT. OFF 


rome 


@ Because of its long and well-known 


service in electric heating appliances, 
NICHROME has become a household 
word. Indeed, any glowing heating wire 


is apt to be called "Nichrome,” regard- 


less of its true brand name. 


So avoid confusion. Don't be misled. And 


don't disappoint your customers. If your 


customers are expecting the NICHROME 


kind of satisfaction, be sure those heat- 
ing elements are of genuine NICHROME. 


rut BIGGEST 


NEW ELECTRIC COOKING 
IDEA IN YEARS MAKES 


€VERHOT 


ELECTRIC COOKING CHESTS 
the Profit Sensation 
of 1938! 


@ The magic “absentee control” of cook- 
ing by the EVERHOT Timer-Clock has 
sent sales of EVERHOT Electric Cook- 
ing Chests soaring. By automatically 
regulating the current’s “on” and “off” 
this Timer-Clock (retailing at only $5.95) 
provides up to 12 hours extra freedom 
from the kitchen, with assurance of re- 
turning to a perfectly cooked meal. May 
be used with all EVERHOT appliances, 
also with coffee makers, fans, sun lamps, 
lights, etc. 


40 


QUALITY 
FEATURES 
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CONTROL 
of Electric Cooking 


40 Quality Gealures 


@ The new EVERHOT Automatic Cooking 
Chests, in themselves offer multiple sales 
appeal and excellent mark-up possibilities. 
Every housewife is delighted with their all- 
method cooking, less food shrinkage, thermo- 
static control, light signals, adjustable steam 
vents, rust-proof covers, (hinged, also separ- 
able), safety handles, one-lift racks, large 
capacity, fast action, wide temperature range, 
minimum current cost, beautiful baked 
enamel body finishes with black trim. Lowest 
prices ever quoted for Cooking Chest... also 
broiler and stand. Choice of colors. Investi- 
gate also EVERHOT Oval Automatic 
Roaster Cooker,and EVERHOT Roasterette 
models with prices starting at $6.50. Write 
for 5-color catalog; also for complete infor- 
mation on liberal price policy... national 
advertising and sales helps... and name of 
your EVERHOT jobber. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO 


Device: 


Selling Features: 


Device: 
Selling Features: 


Selling Features: 


Price: 


CARRIER Stoker 


Carrier Corp., Syracuse, N. Y. 


Automatic stoker for domes- 
tic use with either anthracite or bitu- 
minous coal. 

“Start and stop” coal 
feed; 5-speed transmission; totally en- 
closed motor; shear pin for safe- 
guarding delicate parts from strain of 
foreign particles in fuel; oversize fan; 
removable air ports; cleanout door ; 
automatic ash remover is supplied 
with stoker for anthracite; taupe gloss 
finish with chrome hardware.—Elec- 
trical Merchandising, October, 1938. 


HEET-UP Hot Cup 


Helmco Sales, 847 Jackson Blvd., 
Chicago, 
Hot cup for home use. 
Heats any liquid or 
semi-liquid food; hermetically sealed, 
thermostatically controlled element; 
spun brass container with chromium 
plated stand and massive handle and 
guard of molded Bakelite; thermostat 
turns current off if cup runs dry.— 
Electrical Merchandising, October. 
1938. 


APEX Washer 


Apex Rotarex Corp., 1070 E. 152nd St., 


Cleveland, O. 


Device: Model 317 for National Washer 


& Ironer Week. 

8 Ibs. dry clothes or 
18 gal. capacity; Apex dome-shaped 
tub with washboard sides and quick 
drain bottom; improved Apex Double 
Dasher, 2-vane agitator perforated for 
faster washing action; 8 in. chassis 
base, electrically welded; 4-h.p. mo- 
tor; machine cut mechanism running 
in oil; Lovell wringer with 2+ in. 
balloon rolls, instant safety release, 
satin aluminum; white finish with 
grey rubber trim. 

$59.95 —Electrical Merchandis- 
ing, October, 1938. 


OCTOBER, 


HANDYHOT Washer 


Chicago Electric Mfg. Co., 6333 W. 
65th St., Chicago, IIl. 

Device: No. XL-1 Junior washer. 

Selling Features: Accommodates 2 }b, 
dry clothes; air-cooled, induction, a. 
motor and gears are assembled as one 
complete unit in cover with convenient 
lift-handles ; aluminum impeller has 3 
fins; tub finished in triple-coat white 
vitreous enamel. 

Price: $14.95.—Electrical Merchandis. 
ing, October, 1938. 


~e°2 


PARAMOUNT Shaver 


Paramount Distributing Co., 236 W. 


55th St., New York City 


Selling Features: Newly designed 
double shaving edges; self sharpening, 
non-clogging ; Bakelite case designed 
to fit the hand; in gray or black; 
operates on 110- 120 volts a.c. or d.c.; 
packed in carton complete with leather 
pouch. 


Price: $6.75; Deluxe model with 24 
k. gold plated head $12.75.—Elec- 
trical Merchandising, October, 1938, 


MOONBEAM Bed Lamp 
F, A. Smith Mfg. Co., Rochester, N. Y. 


Device: Spotlight bed lamp. 

Selling Features: Confines beam of 
soft light within small area; permits 
one to read in bed while another 
sleeps; also ideal for den, study and 
sick room use; clamp is placed wher- 
ever desired without marring furni- 
ture; ball and socket joint permits ad- 
justment to any desired angle; mag- 
nifying lense steps up efficiency of 
standard bulb. 

Price: $3.50.—Electrical 
ing, October, 1938. 
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3 W. 
s 2 Ib 
m, ac CARRIER Water Heater 
wed Carrier Corp., Syracuse, N. Y. 
has 3 Device: Automatic oil fired domestic 
- white water heater. 

Selling Features: Two sizes — large 
handis- size with built-in 40 gal. storage tank 


has heating capacity of 40 gal. water 
hourly 100 deg. above incoming water 
temperature ; small size for use where 
separate storage tank is desired or in- 
stalled ; capacity 50 gal. hourly; auto- 
matically controlled; electrically ig- 
nited for positive starting; heats 126 

> gal. water with 1 gal. oil; automatic 
temperature regulator permits burner 
to operate only when necessary; both 
models burn No. 2 grade oil; self- 
contained design makes it easy to in- 
stall—Electrical Merchandising, Oc- 
tober, 1938. 


v 


UNIVERSAL Twin Waffle Maker 


Landers, Frary & Clark, 
New Britain, Conn. 


No E8204. 


Model: 


Selling Features: Chromium plated; 
1938 solid walnut handles and feet; sepa- 
; rate aluminum top grids 5x5¥ in.; ex- 
pansion hinge on cover permits batter 
to rise. 
Price: $7.95.—Electrical Merchandis- 
ing, October, 1938. 
1p 
N.Y. 
eam of 
permits re 
another 
and 
whet THERMADOR Thermacooler 
mits ad- Thermador Electrical Mfg. Co., 
2; mag- %21 E. Pico St., Los Angeles, Calif. 
ency @ Device: Reverse cycle packaged air 
; conditioner heats and cools by re- 
chandis- frigeration. 


Selling Features: Both heating and 
cooling cycles operate by refrigeration 
Powered by an electric motor; two 
models—3 and 5 ton capacities; 3 ton 
model R-2 will cool or heat offices 
of about 9,000 cu.ft.; especially de- 
signed 4 cylinder Freon compressor, 
slow speed, quiet operation; 3 h.p., 
230 volt a.c. single phase motor; cen- 
trifugal type fan; special design 
inned type coils; master switch con- 
trols motor, compressor and fans; 
thermostatic control available at extra 


cost. 
Price: 3 ton model illustrated $1,250— 
rica! Merchandising, October, 


ISING 


LERAY Insect Killer 


Leray Corp., 230 Park Ave., 
New York City 

Device: Infra-red insect killer. 

Selling Features: Specially designed 
bulb and filament housed in cone- 
shaped container of spun steel sheds 
brilliant “spot” of infra-red rays 
which destroys fleas, ants, bedbugs, 
moth larvae, plant insects, animal lice 
etc.; non-heatconducting handle; a.c. 
or d.c.; 114 in. long 6% in. diam. 

Price: $12 with 18 in. cord; 100 ft. 
reel of cord is $1 extra.—Electrical 
Merchandising, October, 1938. 


FILTERETTE 


Tobe Deutschmann Corp., Filterette 
Div., Canton, Mass. 


Device: Type R-1 Filterette to stop 
shaver radio interference. 

Selling Features: Contained in black 
Bakelite housing 14 in. diam. and 2% 
in. long; combines in single unit noise 
reducing efficiency and _ structural 
features necessary to meet electric 
wiring regulations.—Electrical Mer- 
chandising, October, 1938. 


CONCO Ice Cream Freezer 


Conco Engineering Works, Mendota, IIl. 


Device: Frigidette 2-qt. streamlined ice 
cream freezer. 

Selling Features: Square white enamel 
tub with rounded corners, fully en- 
closed solid crown insulating top pro- 
vides insulation which reduces freez- 
ing time and enables cream to keep 
packed for 18 hr.; tube is Permatol- 
treated to resist moisture, and 
equipped with can centering device to 
make it easy to engage the top when 
ready to freeze; fully enclosed a.c. 
motor is geared to correct freezing 
speed. May also be used as an ice 
bucket, beverage cooler, wine bucket, 
vegetable preserver, and as an auxili- 
ary refrigerator when needed.—Elec- 
trical Merchandising, October, 1938. 
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QUALITY WASHERS FOR 63 YEARS 


VOSS BROS. MFG. CO., Davenport, Iowa 


@ It takes something new... a real 
idea...to set a nation talking about a 
household specialty... and TIMED ~ 

HEAT has done it...sending sales of the EVERHOT 
“Air-Flow” Electric Room Heater skyrocketing... and 
adding the profits of Timer-Clock sales to the already 
liberal mark-up possibilities on EVERHOT heaters. 
With this up-to-the-minute combination you sell more 
than just heaters...you sell the great marketable idea 
of early morning warmth, you set customers’ imagina- 
tions going with the thought of comfort automatically 
supplied wherever and whenever wanted. 

Every householder will covet this handsome, restyled, 
portable EVERHOT Air-Flow Room Heater in Havana 
Brown or Harvest Cream finish with 30-hour Timer- 
Clock that turns current “on” and “off” within 15 minutes 
to 21% hours time range. Heater operates on chimney 
principle. No moving parts. Clock easily detaches for 
time control of electric roasters, coffee makers, sun lamps, 
fans, lights, air conditioners, radios, etc. 

Thousands of satisfied users acclaim the EVERHOT 
Heater’s superiority. 


LIST PRICES 


Combination Clock and Heater . . $13.90 
Air-Flow Heater Only ....... 7.95 
Timer-Clock Only 5.95 


Write today for complete information on models, dis- 
counts, dealer helps and name of your EVERHOT dealer. 


THE SWARTZBAUGH MFG. CO. 
TOLEDO, OHIO 


-~¥ 


#..- 


SENSATIONAL NEW IDEA 
WINS THE 1938 HEATER 
MARKET FOR 


VERHOT 


Air - Glow 
ELECTRIC 
ROOM 
HEATERS 
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Parts, SERVICES 
UNDISPLAYED RATE: DISPLAYED RATE: | 
$1.00 per line per insertion. Minimum 1 inch $12.00; 4 inches $11.50 per in.; 8 
charge $4.00. (First line in small black inches $11.00 per in.; 12 inches $10.50 
face type.) Fractions of a line count per inch. (An advertising inch is 
as a line. Discount of 10% if full pay- measured vertically on one column. 
ment is made in advance for 4 con- There are 4 columns—48 inches to a 
secutive insertions of undisplayed ads. page.) 
PADS, COVERS AND BAGS ‘ 
All 
Electric mangle pads +, Washing machine ° they said 
all types, Ohio ‘Textile Specialty 54 Street, 
It Couldn’t Be Done! 
NEW BAGS—Finest quality ........... @$ .29 
and changes of copy must be received by the Brush rebristling .................- 29 
27th of the month to appear in the issue out Armature rewinding .............-- 99 
the Sellowing month. 100 Carbon brushes in metal hopper 1.38 
Attachment sets—5 pc., less coup! 1.98 
We Never Sacrifice Quality Driv 
to Mest Price Around the tubs of the washateria Driv 
CHICAGO APPLIANCE CO. women get a chance to visit 
812-14 N. Wells St., CHICAGO, ILL. 
ane cane Southern Women Swing to Home Laundries = 
CONTINUED FROM PAGE 50 
machines approximately 60 per cent Scattered all through the South and 
=[20:CGAZN= send their clothes to the laundry, he Southwest are “washaterias,” where Cei 
states. About 40 per cent employ people can bring their laundry. A Ger 
negroes to do their washing and four- typical installation is that belonging to 
offer real economy because FOR ANY REPAIR PARTS fifths of those take it home. That per- Miss Irene Rose at Ada, Oklahoma. Goe 
Seratehing and merving, Write (the ones others haven't got)| | centage gives the salesman his oppor- Her “Helpy Selfy” laundry has four 
on pads, for, retrigeratore, yer tunity to go to town. For about 85 machines and 16 tubs. A 100 gallon 
vedios, ranges. furniture. ets.; complete stock. Specialists in per cent of the negroes doing laundry water heater is kept busy. She has a Han 
— a <D qeene Set =o mem are not very sanitary in their work. $12 a month gas bill and pays for rent Hob 
aie shipments. Be convinced. About half of them steal, as many a $20 a month plus water. Her charge Hoo 
Southerner seeing his Sunday-go-to- is 40c. an hour with a 30c. minimum. 
eo > 2610 MILWAUKEE AVE. meeting shirt on some big buck negro She will let you use the machine for 
w — can testify. So, even though a South- 45 minutes for 30c. About 30 per- 
ern family pays only $2.50 for its sons a day bring in their laundry, and 
negro hire, it may be paying a big some of them supervise their negro Inlas 
price. maids on the job. . te 
SEA R( H LIGH i SEC i ION Of the $20 a week income class in Country people bring their washing —. 
Houston approximately half buys wet in too, Miss Rose told Electrical Mer- 
(Classified Advertising) CHANDISE wash. The balance does the laundry chandising. The men come along with 
SELLING + 1 ng + MERCHA itself. This income class does not them and help or shop. Nice weather 
EMPLOYMENT : : BUSINESS 
employ negro labor. Sixteen pounds brings in a big crowd. Sometimes the Log 
peg adie RATES peneaiaroniuard of laundry can be had in Houston farmers save their laundry for two or Love 
15 Cents a Worp. Minimum Cuarce $3.00. [Individual Spaces with border rules for 
Positions Wanted (full or part time salaried prominent display of advertisements. for 49c., which makes the laundry the three weeks before bringing it in. A 
per inch toughest competition for the washer gas stove permits them to make 
Bor N bers Cc » of publication New York, |4 to 7 7.60 per inch » $ 
ar te 7.40 per inch salesman in this group. their starch and the house furnishes May 
10 words, An advertising inch is measured vertically on However, such people become wash- the blueing free. M 
Discount of 10% if full payment is made in a column—4 columns—48 inches to a page. , Big per a : ay 
advance for 4 consecutive insertions. Contract rates on request. ing machine prospects when the laun- It’s kind of chummy for women 
dry tear their shirts. The upper in- to get together in this way,” explained 
come groups become customers when Miss Rose, “and it gives them a chance 
1 bere YOUR ‘ere y negro laundresses fail to show up, to have a good visit.’ Nob 
SELLING send Sketch or Model lose handkerchiefs or other items. - 
OPPORTUNITIES Washing machine salesmen success- 
OFFERED WANTED fully oppose competition by laundry 7 
saa when they point out its bleaching, its Pola 
Lines . Pat. On records searched lack of sunshine, its chemicals used on 
for ANY Invention or Trade Mark cuffs, collars and shirts. Washing ma- c 
OPPORTUNITY OFFERED chine salesmen can win business from _ 
families employing negro maids when 
LCT ‘ACTO cPRESEN 
wanted on liberal commission basis to or. Over 25,000 Other Readers they point out that a machine makes 
te te tory fo ale of old establish +4 at 
high grade line of home laundry equipment of Flectrical Merchandising it possible for a negro girl to do a 
through dep me st d deale h 
rn Illinois, Oklahoma, Arkansas, Texas, and ssoci ; ai - 
Louisiana. ‘RW $16, Electrical Merchandising, are & iated with the merchan- me eppeenen of the — maid ee 
520 North Michigan Avenue, Chicago, III. dising of electrical appliances. not block the sale of a washer when 
nemmene supe Their interest covers every phase the family decides on it 
OPPORTUNITY WANTED of this business ranging from = 
ae. management, sales or servicing In fact, in Houston there is a col- Swa 
SALESMAN OF | SALES MANAGER, thirteen employment to investment oppor- | | OTed vocational school which is teach- 
Ss one argce ec ca a . 
facturers on both merchandise and industrial tunities associated with the es- ing negro help the use of appliances, 
sales. ea Electrical Re ichi © 
and this is tending to wean the colored 
iministratio purse Diplo Electrical artnersnips, roducts, etc. . 
Baginee Institute, P yhila- you have or busi- groups from their harder hand Voss 
delphia, Thirty-three years old. Will go any- ° methods 
where with Electrical Manufacturers dis- ness opportunity to offer these ape : : 
tributor or retail outlet. Raymond L. Green, men you can do so effectively Where washing machines cannot be 
Jauphin, Penna. d ll h 
anc mage cost through adver- | | sold to the South, they can be rented w 
REPRESENTATIVE WANTS ELECTRICAL Gong and Houston has about 200 ona rental. 
Searchlight Section basis at the rate of 25c a we k This Wie 
-ennsylvania ew ersey anc out - 
cialists on electric ranges and water heaters. ELECTRICAL MERCHANDISING The "Washateria has sampled 
Salesco, 4914 Cedar Ave., Philadelphia, Pa. in turn is opening up the market. with the ease of the electric machine ei 
EL 
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Dealer Education 
A ence groups have already fulfilled 
their function of attempting to define ~ 
Aluminum Co. of America...... 62 their problems, to get the facts are 
American —— Mill Co...... 65 left to return to their own businesses - rin v 
Apex Rotarex and to make such use as they think 
best of the matters they have dis- 
cussed. 
6 The size of the group is important. 
SS re 68 It has been found that twenty is a 
6 number which is effective in a two- 
ae hour session as it allows each one 
about six minutes in which to present 
his opinions. Although the leader a 
Cc does not impose his own ideas in any 
Chicago Appliance Co......... 68 way upon the group, it is of course 
Clements Mfg. Co............. 38 important for him to prepare an out- 
Crosley Radio Corp........... 6 line of the course discussion should . a 
. take in advance. He must have some Only satisfactory products : 
Deas D definite problems in mind to bring up j a 
Driver Co., Wilbur B 69 or discussion, as well as carefully 
Co. ............ formulated ideas regarding solution — Tophet Resistance Wire,a 
to these problems. product of Wilbur B. 
E Two leadership training courses 
S and one group of dealers have now Compania integral part 
Easy Washing Machine Corp... 2,3 completed conference programs such : 
— as this, each extending over a term 
h and GS of weeks. Other dealer groups are 
where Geier Co, P. A 55 now being formed and it is expected 
oA that this stimulus to self analysis and 
ing to 5, 16, 43, 44, 45, 52, 57 aid toward finding a solution to their 
home. Goodyear Tire & Rubber Co.... 48 own problems will eventually reach 
four every dealer in the southern district of 
gallon o California. In fact, a similar program 
has a based on the conference idea has also 
| been started in the northern part of 
charge ES 33, 34 the state. It is expected that oc- 
and Horton Mfg. Co.............. 40 casionally groups may come up 
ay te Hoskins Mfg. Co.............. 58 against a problem which they cannot 
) per- solve to their own satisfaction owing ; 
v. and ! to lack of knowledge or experience. 
‘negro leland Mfg., Div. Generel Mo- It then becomes the province of the 
eae peipttaegirg? 59 leader, with the assistance of the State 
ashing International Nickel Co........ 7 Department of Education, to secure 
Mer. International Research Corp.... 69 for them a speaker of authority on 
g with this subject, who will address them at 
eather L their own request on the desired topic. 
Lovell Mfg. Co.. .Inside Back Cover brought out at these dealer meetings. 
the Proctor Electric Company is 
in. A They have discussed such questions as BIG PRICE REDUCTIONS 
ke up M “What Makes a Good Dealer” con- vale offers to the public. 
niches cerning them, to evaluate these facts, Regular 
Mayflower-Lewis Corp. ........ 39 to come to some sort of a conclusion— ] £102 Roast-or- _ $ 
_— Maytag Company....... Back Cover and then to do something about it. Grille (Broiler >" 95 21.95 "Ss 
plained The movement is just beginning. Like $3.00 extra) Ads 
pens N a stone thrown into a pool a ring of 2 4944 Blue Streak 8.95 §.95 
Noblitt Sparks Industries, Inc... 51 ripples has started whose end in ex- = Resin on ol 
panding inspiration cannot now be 6 95 
foreseen. But it is on its way. 
oresee way 3 PROMOTIONAL MATERIAL 
tomer’s oldiron 
eg are & Services... 68 4 an Economy 7.95 5 95 AND SALES HELPS TO PUT 
Premier Div., Electric Vacuum N 8) T 1 Cc E And the cus THIS BIG PROGRAM ACROSS 
47 To Dealers in All Citi 5 #945Speciallron 495 
tor Electric Co... Dealers in ities .95 
Corporation Under 25,000 Population ONLY And th Rod, Window 
(Deal Streamers. “See Proctor Re- 
ealers in larger ‘om id iron covery Seeciels Here” 
do not apply, as all metropolitan 6 #952 Heatmeter 3.45 y] 95 ry Specials Here’. 
R - territories are definitely closed) Iron i . * 6 page folder in same colors 
Randall Graphite Products Corp. 59 ae = a ee 7 #1436 Full Auto- 14.50 12 95 showing the 9 specials. 
ones of the year is now being mode avail- matic Toaster . * 3 big special deals with free 
Over 1,000 large city dealers now mak- {1443 Turn-Over displays. 
ing extraordinary profits on Argus—the Type Automatic . *% Special red, white and blue 
.. 68 largest Toaster. tags for each appliance. 
artzbaugh Mfg. Co........ 66, 67 Ask any Argus dealer to tell you of the £1440Turn-Over *N 
Exclusi 
are an aggressive merchant ina good loca- PROCTOR 
WwW tion, write at once, as all territories are ELECTRIC co. 
Waren Telech Cc 61 expected to be closed in 60 days. _ ; : th & Tabor Rd. 
Wiegand Co. Edwin L eeeieaeas 63 INTERNATIONAL RESEARCH CORPORATION Philadelphia,Pa. 
many 247 Fourth St. Ann Arbor, Mich. 
chine 
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Magazines 


Every month the national women’s magazines carry articles 
on some phase of home electrification, lighting, wiring and ap- 


pliances. 
attractively. 


These articles are expertly written and illustrated 
Women in your community are reading them and 


smart merchandisers are putting them to work—in their win- 
dows, in their stores and in letters to their prospects. 

To help you keep informed, Electrical Merchandising intends 
to report each month the articles which will appear in the suc- 
ceeding month’s issues of the leading women’s magazines. 
Thus, in the November issues of the magazines, there will be 


the following material: 


MecCall’s Magazine 


“Do You Know When to Stop?” by 
Kathleen Robertson in November 
McCall’s tells how to use a mixer suc- 
cessfully for cakes and pastries. Ac- 
cording to Miss Robertson, overbeat- 
ing is the outstanding error made by 
inexperienced mixer users. Three 
standard recipes for three typical 
foods most difficult to make with an 
electric mixer are given in this article 
and the various stages of preparation 
are graphically illustrated. Miss Louise 
Hathaway, director of Home Service 
for the Iowa Electric Light and 
Power Company, Cedar Rapids, Iowa, 
contributed to this article, the practi- 
cal knowledge gained through her 
work in helping homemakers in her 
territory to use electric mixers suc- 
cessfully. 

Mary Davis Gillies in “Let’s Turn 
on the Lights” features the important 
part that good lighting plays in the 
beauty and comfort of any room. 
Lighting specialists will find excellent 
practical suggestions for combining 
good taste in decoration with adequate 
lighting in this article. 


Woman’s Home Companion 


Participants in Washer and Ironer 
Week will welcome the article in the 
Companion’s November issue entitled 
“A One-Day Job of It” by Ada Bessie 
Swann and Gertrude L. Smith of the 
Home Service Center. This article 
gives many pointers for scientifically 
handling a good sized family wash so 
that both the washing and ironing can 
be completed with ease in less than a 
day. The time- and labor-saving ad- 
vantages of good laundry equipment are 
also pointed out. 


Ladies’ Home Journal 

In an article entitled “How? What? 
Where? When?” Grace L. Pennock, 
household editor of the Journal solves 
many problems for her readers on the 
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most efficient use of vacuum cleaners, 
irons, waffle irons, ranges and light- 
ing fixtures. This article will give the 
appliance salesman a better insight into 
the many problems which confront 
users of the electrical devices they are 
selling. 


The Parents’ Magazine 


Under the title “I Have Six Ser- 
vants” in the November issue of 
Parents’ Magazine, Constance J. Fos- 
ter tells how she solved the problem 
of an indifferent servant when she re- 
placed her with electrical appliances. 
She tells how an automatic washer and 
a flatplate ironer reduced her launder- 
ing time each week from two whole 
days to a few hours. The other four 
appliances which contributed to Mrs. 
Foster’s freedom from household drudg- 
ery are the vacuum cleaner, roaster, 
toaster and mixer. Good arguments 
for selling all these appliances will be 
found in this article. 


Good Housekeeping 


Electric range salesmen who appre- 
ciate the value of talking the language 
of their prospects should read “Holi- 
day Roasts” and “Thanksgiving Din- 
ners Cut to Fit Your Pattern”, both 
appearing in the November issue of 
Good Housekeeping. 

Besides its timeliness, “Holiday 
Roasts” contains a wealth of informa- 
tion on using the oven of a range for 
roasting with superlative results. This 
information is based on extensive re- 
search in both the testing laboratories 
and kitchens of Good Housekeeping 
Institute. A roasting temperature and 
time chart is included. 

“Thanksgiving Dinners Cut to Fit 
Your Pattern” suggests menus for 
those who want to streamline their holi- 
day dinner, as well as those who prefer 
the traditional groaning board. 

Another article, “Keeping That 
Bandbox Look” introduces the electric 
iron as an aid to good grooming. 
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Elmer Sander and his demonstration caravan draw crowds wherever 
they go 
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This is National Washer-Ironer Week * 24 


means that you'll Save more money if you buy a new 


washer now! <> To make sure that your new 


look 
for this trade mark — = we? = = stamped on the frame. 


washer has the famous ee Wringer 


The Lovell Wringer “ presses” out more soiled water, 


more loosened 


particles of soap and dirt and 


lint. That is why it is called a Pressure INS 


it makes clothes cleaner, 
whiter. Lovell Wringers have adjustable 
ressure. You can change the pressure quickly from 
LIGHT 
! Sige for delicate silks, rayons, and woolens; 
2 | to “medium” Pp) for your fine linens and sheer 
HEAVY 
| 
cottons; or to “heavy” Pall for coarse SH? 
fabrics. Wringing that way, experts say, gives Savane 
7 garments longer life. The Lovell Wringer will save ee 
time and energy, too. It saves lifting 
3 the entire weight of heavy water-soaked garments. 
= 
" You bring only the light ends fer up to the rolis. 
" The Lovell then rer conveys the garment to tub 
as or wash basket. These are the reasons why lead- 
= 
) ing washer manufacturers use Lovell Wringers —the 
36 
} teasons why more Lovell-equipped 
42 ) Washers are sold—the or why 
| : 
) you'll be better pleased (42-5 
| y er please 4 
, with a washer equipped with a 
Lovell Pressure Cleansing Wringer. 
LOVELL MANUFACTURING CO. « Erie, Pa. 
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63 


| 


/ 

| 

} —a washer equipped with the famous 
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PRESSURE CLEANSING CLOTHES WRINGERS : 


= ~ = 


LOVELLE 


Week 


Post 
ers about National 


spars 


OR more than a decade the Lovell Manufacturing 

Company has employed national advertising to win 

prestige and preference for power driven washers 
equipped with Lovell Pressure Cleansing Wringers. 


It therefore seems appropriate for Lovell to use national 
advertising at this time as a contribution to the success 
of America’s first Washer-Ironer Week —telling the 
more than 3,000,000 readers of The Saturday Evening Post 


“that you’ll save more money 
if you buy a new washer now!’ 


The tremendous circulation of The Saturday Evening Post 
blankets the nation’s prospects for new electric washers, 
and the industry’s entire wholesale and retail trade as well. 
Similarly, the many famous makes of washers equipped 
with Lovell Wringers have achieved greater popularity and 


wider usage than any of the many types being offered today. 


The advertisement illustrated at the left will appear 
in the October 29 issue of The Saturday Evening Post, 
which will be on sale at all newsstands October 25. This 
is Tuesday of the first National Washer-Ironer Week. 


LOVELL MANUFACTURING COMPANY 


ERIE, PENNSYLVANIA 


All) PRESSURE CLEANSING 


CLOTHES WRINGERS 
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Already she owns more M: tag 
than any other make of washers. 
buy more — many more. q i 
Maytag alone is courting her in ie “a 
favorite magazines, in the farm jo 
and the newspapers—with 15,000.00 
sales messages every month. Not fligg 
ing for a few brief weeks, mind you, BAIN 
seriously: courting. Holding he: 
with a steady month-after-month adveilll 
tising schedule. She’s saying.“yes” 
Because these ads are convincing, if§ 
easy to get her ear—if you sel] Maytagalam ’ 
Then it’s a clear, easy case of demom t4 
strating Maytag value, pointing out i 
exclusive features, and making a sala 
proof? Just ask any Maytag 
dealer—or use the coupon below—ana 
go to work on this ready-made prospedaam 


list yourself. 


Maytag Ironers opena Mayteg round 
big “plus” market for washers are popu 


Maytag dealers values in all 


PROFIT 


THE MAYTAG COMPANY, NEWTON, IO’. A 
Without obligation, please give me the 
the Maytag Franchise. 


HE JS the American 


